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CHAPTER l 
INTRODUCTION 
There is a growing demand for some rational basis by which a 
consumer can determine, in advance, the satisfaction that merchandise 
will give him. This is a natural development, arising from the variety 
and complexity of the goods offered him . . . Assuming that consumption 
is the ultimate goal of any production, this problem has become one of 
management and government, whose function it is top rotect the consumer. 
There is one school of thought on the subject of labelling which 
insists that the solution of the prevailing confusion depends almost 
wholly on consumer education. This is a virtual impossibility with 150 
million people to educate, so one must find another way. 
Whenever possible, label information is given in terms of 
performance, so that the consumer may know how the goods will behave 
in use.* This is obviously not possible with foods and some other products, 
and several questions arise in solving this problem. 
A. What is a label? 
B. What are good labels? 
C. What is quality? 
D. Why does the manufacturer use a label? 
E. What is grading? 
F. What possible basis is there for grade labelling? 
G. s ·hould all consumer products be labeled? 
* Jessie V. Coles; Standards and labels for consumers' goods. 
The Ronald Press Company. New York. 1949. 
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Most laytnen think that labels are nothing more than simple tags; 
but their composition is so complex, that it has become a source of 
controversy and legal argument. There are now several Federal and 
State laws that regulate labelling, and a number of definitions have been 
set up, with regulations to interpret them. 
A label is defined by Webster's Dictionary as being ''a slip of 
paper, parchment, cloth, metal, etc. affixed to anything, and indicating, 
usually by an inscription, the content, ownership, destination, rating, 
etc., as the label on a bottle, a book, or a fuse." 
According to the United States Patent Office, a label is "An 
artistic and intellectual production, impressed or stamped directly on 
an article of manufacture, upon a slip of, or a piece of paper or other 
material to be attached in any manner to manufactured articles or to the 
bottles boxes and the packages containing them.'' There are other 
definitions by the Food, Drug and Cosmetics Act, and by the Secretary 
of Agriculture. 
Good labels should be attractive and convenient and should provide 
concrete information about the product. They should be written in easily 
understandable language with the name of the product in a prominent place. 
In short, good labels are those which help save the buyers time and money 
and reduce his chance of disappointment. They should change if it becomes 
necessary to tell the user of a new value of the product. An example of a 
bad label would be one that accompanied the recent release of antihistamine 
medicine, The Government eventually had to recognize the fact that some 
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of the claims on the label were so fantastic in their claims that they 
could not be ignored, even though they adhered fairly closely to the law. 
A manufacturer uses a label, to inform the consumer about his 
product, and to impress him with the quality of his brand; in order to 
influence his future purchases. An example of how a manufacturer uses 
a label would be Cluett Peabody Company who owns the Sanforized process 
for preshrinking cotton material. Their advertising slogan has been 
"Look for the Sanforized label and be sure." They have recognized the 
fact, with many other manufacturers, that "Quality" is an arbitrary 
expression, whose meaning differs with every individual. 
There is a necessity for classifying and ranking things in groups, 
based on minimum standards. In grading, we have a number of classes 
above the standard, and each class or grade has its minimum standards. 
These standards represent the dividing line between some concepts of 
"good", "better", and "best". 
A vastly improved scientific approach has helped immeasurably 
in determining the different characteristics of the product, making possible 
a much more accurate division of grades, for consumer guidance. 
Canada has made an attempt at improving the accuracy and clear-
ness of labels by introducing a compulsory grade labelling act. ''Before 
this act, 20 o/o of the canned goods consumption was grade B, and 60% was 
grade C, due to consumer ignorance, however, after fifteen years of grade 
labelling, the total consumption of grade B products rose to 60% and the 
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consmnption of grade C products went down to 20'1o." * This proves, the 
existence of a consumer desire to get a better quality for the price, once 
he knows the differences. 
Consumers, whether or not they are conscious of it, have benefited 
tremendously by the many advances that have been made by industry as a 
whole. Discovery, invention and standardization, and the resulting mass 
production have considerably reduced the prices of manufactured goods, 
and brought many former luxuries and innumerable new products within 
the means of the average family, and many of them to the lower income 
group. In this mass-production era, industry has also succeeded in providing 
the consmner with numberless materials, devices, and services to meet 
their needs, for which they had thought that no satisfactory products could 
ever be made. Furthermore, industry has made striking improvements 
in many consumers; definitions of the perfection of goods. All this has 
increased the minimum consumer requirements. 
Because most commodities are, relatively speaking, so much less 
expensive than befor~, it is only reasonable for consmners to have many 
of the things which they were formerly unable to purchase. It would have 
created a state of chaos if generally accepted standards had not been 
developed in order to find the answer to the questions in the consumer's 
mind: ''Is this a good product and how much is it and can I afford it.'' 
It is easy to say that consumers should learn about the products 
which will best meet their requirements, but this has been made increasingly 
* ''The grade labelling of canned fruit and vegetables'', National Consmner 
Retailer Council, New York, 1944. 
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difficult because they find many new and different products when they 
try to buy one whose quality has been established through experience. 
Furthermore, advertising and high-pressure selling tend to place an 
undue emphasis on non-essentials and drown out the efforts made by 
non-commercial groups in trying to give helpful guidance in planning 
expenditures and in selecting goods to meet the individuals' means. 
When the consumer sees so many things before him and wants 
all of them, he finds out to his disappointment that his income is not 
sufficient to pay for everything he wants. This only creates an emphasis 
on getting his money's worth. If he wants his money's worth, he soon 
finds out that he needs to know a little bit more about the product that 
he finally buys, and thus comes to realize that if merchandise is labeled 
properly with the kind of information that will help him in his selection; 
it will be easy for him to buy what will suit him best. It does not seem 
that the consumer really does desire all this information, but the majority 
of people, when they are cheated financially, never try that particular 
brand again. This can be shown with the loss of sales of ball point pens. 
When the consumer found that the pens did not live up to their advertising 
he stopped buying them. Experience with careless and false labelling and 
advertising creates only a desire to have a more realiable product. 
It is the purpose of this thesis to inquire into the development of 
the different kinds of standards and labels and their effect on business and 
the consumer. 
The basic sources of presentation will be factual material gathered 
from various private and goverrunent agencies and presented only whenever 
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it is necessary to explain a specific problem. In the process of collecting 
data much research was done at the point of purchase, in super market 
and drug stores with the managers of some of these establishments, and 
through personal observations of sales techniques involved. 
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CHAPTER II 
THE DEVELOPMENT OF STANDARDS AND LABELS FOR CONSUMER GOODS. 
The meaning of ''Standards and Standardization'':- A Standard is 
an object, or its characteristic, or a rule for a course of action, which serves 
as a model with which others of like nature may be compared. This standard 
is accepted either voluntarily or b y _'lnandate by a group engaged in trade, i.e. 
''a model for a material object, or a rule for a course of action established 
by authority, custom, or general consent by which others of alike nature may 
be identified, compared or regulated, or which in itself represents the ideal 
or the ' one best' for a particular purpose.'' * 
How standards are developed:- Before a national standard , useful to 
consumers in their purchases, can be developed, there must be a recognized 
need. This recognition may come about through efforts to control unfair 
competition and misrepresentation, or through the growing awareness that 
there is a need for complete, accurate, and comparable product information. 
The development of standards is a very slow process, and manufacturers and 
sellers are often unwilling to give up the advantages they have or think they 
have, over each other. The advent of mass production and million unit distri-
bution has made standardization a necessity for survival. In the days when a 
manufacturer could cater to individual tastes and desires there was no need 
for ''standard" (other than high quality) because, if the customer was not 
satisfied with a product, he would refuse to buy. In the present market, though, 
with a manufacturer producing for a million consumers it is impossible for him 
* Jessie V. Coles; Standards and labels for consumer goods. 
The Ronald .Press Company. New York. 1949. 
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to satisfy every one •... therefore, a nationally known standard is necessary 
so that the consumer can approximate his wishes as closely as possible. 
Voluntary standards are arrived at by co-operation between govern-
ment agencies, business interests, and consumers, and until recent years, 
producers have been more interested in developing standards for their own 
use rather than for the consumer. In response to nurrerous consumer requests, 
the American Standard Association added the advisory committee on ultimate 
consumers goods in 1936 . . The Association req'J.ires that all American standards 
be recognized throughout the world as belonging to us for our own use. 
How can business control quality through standardization:- Quality 
control in some form, is a vital part of most business operations. Even if 
controls were exerted only on the materials bought by industry, it would in 
itself be an essential factor in the quality of consumer goods. For instance, 
standards and quality control for steel affect quality and service of millions 
of consumer articles containing steel bought every year. Standards in industry 
make possible, in a great many ways, not only higher quality but also mass 
production and lower costs. ''Internal standards," those used in an individual 
plant, directly benefit production at every step. ''External standards," such 
as those set up by the whole industry or by a technical or a professional society 
or government agency, can supplement internal standards in actual production 
and can aid consumers in the purchase and use of products. 
Standardization and close control at all stages are used, for example, 
by most food processors. Control of the sources of raw materials is often 
carried out through co-operation with farmers; and this is followed almost 
universally to the point where the canners furnish the farmers with seeds, 
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and direct the planting and harvesting. The purchase of raw material is 
based on specifications, grades and laboratory tests of samples, with 
manufacturing and processing done according to specifications. There is 
usually an intermediate testing during the processing, and in some cases, 
inspectors sample a batch at key points for the purpose of laboratory test-
ing to meet the requirements of the set standards. Finished products are 
subjected to laboratory analysis and study under conditions of consumer use. 
The significance and scope of standards and standardization:- The 
standards of weights and measures in use today may be traced to colonial 
times and, in some instances, to English origin. In those earlier days they 
did not have instruments to approach the finer weights and measures of to-
day. Throughout the colonies the determination of quality by public officials 
was the usual course in the case of the staples so commonly used for pay-
ment. As the sphere of trade expanded the need for greater accuracy and 
specification was recognized and provided for through physical research 
and legislation. The needs of the Federal Government, as well as those of 
trade and commerce, were better met by means of a system of uniformly 
accurate weights and measures. 
When seller and buyer dealt with each other face to face in the local 
market, with the products before them, it was possible for each to obtain a 
more complete mutual knowledge of the items which were being exchanged. 
The extension of the market, the expansion of the economy, the growth of 
purchase and sale by contracts, the effects of the industrial revolution, and 
changed legal institutions, created market conditions that needed to be 
remedied; and especially the growth of the middleman. The protection of the 
consuming public from poisonous and adulterated products was one of these 
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needs; and still another was the protection of producers against fraud in their 
sales, and a third was the protection of the middleman from losses incident 
to inadequate marketing mechanisms, Only the Federal Government could 
cope successfully with many of these problems, and promote the standards 
' 
that were necessary to effect a remedy. 
There are forty-six different Federal Officers today who are concern-
ed with establishing standards, Some are charged with protecting the consum-
er against misrepresentation on specific consumer goods, and others set up 
standards of safety, and minimum quality of products. 
Research by many government agencies is later used as the basis for 
specifications. For example, there is the Bureau of Home Economics which 
sets up standards and specifications for textiles and household equipment. 
The facts discovered in this research provide a practical basis for defining 
products and grades. 
There are several trade and professional associations which are 
active in promoting industry-wide standards. The activities of some of these 
associations go beyond the work done by government agencies .and their 
requirements. They recommend a member's program which is beyond govern-
ment regulation, and many times the various government agencies take a hint 
from the activities of these temporary, self-policing, committees of prj vate 
associations and agencies, and if they find that their work is beneficial to the 
trade and the consumer, they sometimes adopt it, The associations, through 
their staff and lobbyists, may also promote a certain bill and try to have it 
made into law. 
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The National Canners Association, co-operating with the distributors 
associations, has a well developed program which uses commonly understood 
words to identify the more important characteristics, or qualities of each of 
their products. The use of these standards is voluntarily promoted among 
its members and it has been anticipated that it will minimize trade misunder-
standings and will ultimately be beneficial to the consumer. 
A resolution of the Board of Directors, passed at Atlantic City, 
February 3, 1946, reads: 
''Resolved, ~that the Board of Directors approves the report 
of the committee on labelling and specifically approves the 
labelling terms that have been selected and adopted by the 
committee on labelling and approved by the several distri-
butor' s organizations. The Board of Directors urges upon 
every canner, distributor, and other organizations directly 
or indirectly engaged in merchandising canned foods under 
their own labels the adoption and use at the earliest possible 
time of the recommended uniform labelling terms heretofore 
selected and adopted by the committee on labelling of the 
Association and approved by the Board of Directors."* 
In 1930, the canners also sponsored, and congress passed, the McNary-
Mapes Amendment to the Pure Food Law. By the passage of this amendment 
the Secretary of Agriculture for the first time was expressly authorized to 
formulate and issue standards dealing with the fill of the container of the canned 
products. The main weakness was that while the McNary-Mapes Amendment 
* National Canners Association, Washington, 
Food Labels". 1946. 
D.C. ''Manual for canned 
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was concerned with the quality and condition of the product, it failed to deal 
with the identity of the food. The authority of the Secretary of Agriculture 
was also limited to the generic product and did not include a grade, variety, 
or species of a generic product. This amendment was only applicable to the 
canned foods. 
The United States Pharmacopeia: The Pharmacopeia is published by 
the United States Pharmcopeial convention. Represented at the convention 
are the Army, Navy, Public Health Service, Medical Association, Medical 
Schools, Dental Associations, Druggist Associations, and School of Pharmacy, 
meeting for the purpose of revising their work every ten years. Interim 
supplements are put out which include new drugs. This compendium is recog-
nized in the Drug Act as standards of strength, quality and purity. 
The National Formulary is published by the American Pharmaceutical 
Association, and it is revised periodically by a committee established for that 
purpose .c. The committee is composed of 10 members, 7 of whom are represent-
atives of the School of Pharmacy, 1 a hospital pharmacist, and 2 are members 
of commercial firms. The standards they set up are followed by reputable 
medical practitioners and pharmacists and by legislative bodies. Standards 
which had been developed have become official government standards. 
Besides the government testing laboratories there are commercial 
testing laboratories which are extensively used by industry. The American 
Medical Association, American Dental Association, and the National Board of 
Fire Underwriters, maintain laboratories, and test commodities in their 
special fields. In the case of the first two, no fee is accepted from the manufact-
urers, the object being to develop a list of useful commodities of good quality. 
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The Underwriter Laboratories operate without profit and give information on 
the merits of materials and devices in respect to life and fire hazards, and 
accident prevention. 
Many trade associations maintain testing laboratories and certify the 
products of their members. For example, the American Gas .Association 
tests and certifies the safety of Gas-burning appliances. Certain periodicals, 
Good House-Keeping magazine for example, maintain laboratories or institutes 
and give a simple approval or non-approval to commodities; usually with a 
seal authorized for use in advertising. No classification of product is attempt-
ed, nor are the test procedures published. 
Consumer's Research Inc., a non-profit institution, maintains a con-
fidential and impartial service for consumers. It is open to any individual 
who pays the small yearly fee for the information furnished in the handbook 
of buying and quarterly bulletins. It rates commodities under their brand 
names on the basis of pe :rformance and cost, and gives the source of inform-
ation upon which judgment is based. 
The leading national and professional societies are engaged in the 
development of standards and specifications which directly or indirectly 
serve to improve and maintain the quality of consumer goods. Many engineer-
ing and other technical societies are engaged in vast programs of standard-
ization and research, much of it co-ordinated through such organizations as 
the National Research Council and the Engineering Foundation. 
The American Standards Associations' membership includes over 
seventy national technical societies, trade associations, and governmental 
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departments and agencies. The American Society for testing materials works 
through standing committees, having a total membership of several thousand, 
on metals, construction meterials, paints, petroleum products, fuel, timber, 
paper and its products, rubber products, te:Ktile materials and plastics, as well 
as on testing methods of chemical analysis. Methods of analysis have been 
developed by the association of Official Agricultural Chemists for a number of 
products, including non-alcoholic beverages, brewing materials, wines and 
distilled liquors, baking powder, coffee, tea and cocoa, cereal, foods, coloring 
materials in foods, dairy products, eggs, sugar, vitamins. 
Gov't. Agencies and their functions. 
(A} The Federal Trade Commission is empowered to prevent unfair methods 
of competition in interstate and in foreign commerce. The Wheeler-Lea Amend-
ment to the Federal Trade Commission Act has broadened the powers of the 
Commission and brought false labelling, false and misleading advertising, and 
other forms of deception within the meaning of unfair competition. The following 
methods are used to prevent unfair competition and unfair or deceptive acts or 
practices: (1} The issuance of cease and desist orders, (2) stipulations by 
which the parties who otherwise would be proceeded against, to agree with the 
commission to stop using the method, act, or practice, and (3} the use of trade 
practice conferences.* 
''A decision handed down on a case in the courts in the forties placed a 
somewhat different light on the standardization activities of trade groups. In 
* Kaidanovsky, Edwards, and Montgomery, "Consumer Standards'' Temporary 
National Economic Committee, Monograph No. 24, Washington D.C. 
Government Printing Office, 1941. 
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thi s case , in which a group was accused of price-fixing, their agreement upon 
standards was introduced as evidence that this agreement supported finding of 
a conspiracy. In other words, the courts used an agreement upon standards, 
heretofore considered legitimate, as a basis for conviction of price-fixing cons-
piracy. "t 
Standards of fair competition are not written into the act. The Commission, 
in cases coming before it, has defined certain methods, acts, and practices as 
unfair. Without a specific standard of fair competition, the definition of unfair 
trade practices, as applied in individual cases, has rested upon the judgment 
of the Commission's members. Their judgment can be contested in a court of 
. . 
law, and if the defendent loses the case, a cease and desist order usually follows. 
The Gommission held a trade practice conference with members of the 
industry prior to the congressional hearings on the bills. Thus, an orderly 
procedure has been provided by Congress for bringing together producers, 
manufacturers, distributors, and consumers, under government auspices. This 
procedure provides for the presentation of points of view of each party concerned. 
The ultimate effect of this activity by the Federal Trade Commission is 
to give the greatest protection to the buying public and to promote public wel-
fare. The inclusion of standards with the subsequent labelling provides the con-
sumer with information by which he may better calculate the market value of a 
product in competition. 
(B) The Food and Drug Act of 1938: The public is afforded protection against 
adulterated and misbranded drugs and cosmetics by two types of regulations. 
t Jessie V. Coles; Standards and Labels for Co.nsumers' Goods. 
The Ronald Press Company. New York. 1949. 
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First, there are the legal regulations provided by law, and enforced by 
various federal and state agencies. Second, there are the regulations 
which industry imposes upon itself. The need of legislation to curb fraud-
ulent practices which threaten people's health became evident many years 
ago. Some states provided a local protection until the Food and Drug Act 
of 1906 was put into effect by the Federal Government. This Act was intend-
ed to protect the people of the country from misbranded and adulterated comm-
odities by prohibiting their introduction into interstate commerce. The label-
ing of consumer goods has been markedly affected in the past ten years by 
Federal and State Laws. Labels which meet only the requirements of these 
laws may not, and probably in most cases do not, provide the consumer with 
all the information necessary to purchase a commodity wisely; but they do 
provide the consumer with information of definite value. 
The Federal Food and Drug and Cosmetic Act of 1938, which became 
fully effective in July 1940, and which replaced the outmoded Food and Drug 
Act of 1908, applies to products which pass into interstate commerce. The 
provisions of the 1938 act will be stated in describing the present status of 
standards and labels for consumer goods in chapter III. 
(C) The Wool Product Label Act of 1938: Woolen goods purchasers are 
specifically protected by the Federal Trade Commission from the unrevealed 
presence of substitutes and mixtures in wool products, such as clothing, 
blankets, household textiles and other essential articles. The law requires 
that the label tell the kind and percentages of the different fibers in the trade, 
including and distinguishing between "wool", "reprocessed wool" and "re-
used wool", and the maximum percentage of loading and adulterating material. 
The label must give the name of the manufacturer or distributor, and it must 
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remain on the merchandise until it reaches the consumer. By administering 
this law the Federal Trade Commission is promoting truth in fabric identifi-
cation. 
{D) A quality standard for various food products has been established by 
the Agricultural Ma;rketing Service of the U.S. Department of Agriculture. 
They are drafted with full recognition given to the standards of identity and 
reasonable standards of quality as set up by the U.S. under the authority of 
the Federal Food, Drug and Cosmetic Act. {November 27, 1948). 
The quality standard for a given good is based on such factors as an 
analysis of the physical characteristics of the commodity and the experiences 
of farmers and the trade in handling the commodity and of consumers in pur-
chasing it. Consideration is also given to marketing practices, and tests are 
made to determine the practicability of the standard for use under commercial 
conditions. 
A standard is first developed in tentative form, and is later revised as 
the result of experience gained through its use in marketing channels. Even 
after a standard has passed beyond the tentative stage, it is subject to repeat-
ed scrutiny and revision as significant changes occur in production. Later re-
finements are adopted in test methods, merchandising practices are modified, 
and shifts occur in consumer preferences. 
The food standards of the Agricultural Marketing service are used in 
inspecting and grading food products. They are used in marketing products by 
the farmer, in wholesale trade, and in some cases, in selling to consumers on 
retail market. 
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(E) ''Continuous Inspection" is another service supplied by the U.s. 
Department of Agriculture. The inspection of food marked' 'Packed under 
continuous inspection of the U.S. Department of Agriculture" is continuous 
during processing. Inspection goes on all the time, beginning with the trucks 
of fresh fruits and vegetables at the unloading platform of the plant, on through 
every step of the processing and finally, samples of the finished product are 
chosen at random and checked for grades. 
(F) The National Bureau of Standards in the Department of Commerce acts 
primarily as a research testing agency serving private industry and the govern-
ment. Its findings are available to manufacturers. At no time does this bureau 
make public its findings on specific products for the benefit of consumers, but 
through co-operation with producer groups in eliminating waste and recomm-
ending standardization and simplified practices, the bureau indirectly serves 
the consumer, who may benefit from the reduced cost of production. 
The Production and Marketing Administration, which. is now responsible 
for the standardization of farm products divides the list of standards of direct 
interest to consumers. By stamping a certificate or other visual indication of 
grade, it serves the consumer directly. Standards that are marked on the same 
goods in wholesale markets are used as a guide by such purchasers for institut-
ions, here also the ultimate consumer is indirectly benefited. 
The Federal Government has thus become the agency which has accomplish-
ed greater results than any other in promoting and developing standardization. 
Federal activities in the field of standards have had a significant effect on 
marketing; 1. They have helped to lay the basis for keeping many undesirable 
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products off the market; 2. They have provided a basis for determing 
what products should be allowed to come to market; 3. They have helped 
to provide a better basis for determining the physical characteristics of 
products which have significant effect on market value; 4. They have help-
ed to provide a. common language for the market, whereby both buyer and 
seller may arrive at a better mutual knowledge of the products subject to 
exchange. 
It ':might seem from the proceeding information that the consumer is 
well cared for in the way of labelling. This is really not true, hecause of 
the fact that most of the laws that have been passed have been to protect 
him from false and misleading information regarding the quality of the 
product. However, there is still some cause for confusion even with the 
prescribed labelling. 
For instance, in the case of canned vegetables, the Government has 
set up minimum standards for quality; however, a consumer may easily be 
con£used by a price difference between canned goods of equal quality. All 
the law requires to be shown on the label is that they are of a definite or 
wholesome quality. Of course, all products of equal quality are not of an 
identical price. But they must conform to a minimum standard within a 
range in order to be labelled a definite quality. Theoretically it would seem 
that it would be possible, with thousands of government inspectors, to have 
a system of government control that would explain the price differential 
between products of supposedly identical quality. Here, too, the results of 
the competitive economy enter the picture. Although there may be dozens 
of individuals, canning the same quality, at the same price, another individual 
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could very easily enter the field and conquer his competition by finding a 
way to sell a better or slightly better product at lower than the existing 
prices, for he cannot be forced to sell his better quality at a progressively 
higher price. 
The most effective step in informing the consumer about the price 
differential has been made by the Consumer Union. They publish a period-
ical report, which states by brand name, which products give the most value 
in comparison with their price. 
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CHAPTER III 
THE PRESENT STATUS OF STANDARDS AND LABELS 
FOR CONSUMER GOODS AS PRESCRIBED BY U.S.LAW 
The Federal Food and Drug and Cosmetic Act of 1938 affects all 
goods in interstate commerce. Since the vast majority of our foods, drugs 
and cosmetics are in interstate commerce. The requirements of the act 
set up the minimum of labelling information which must appear on all con-
tainers. The act requires that the following information be placed" Con-
spicuously and prominently" on containers of canned fruits and vegetables. 
1. Common or usual name of the product. 
2. Net contents {i.e. quantity). 
3. Name and address of the canner or distributor. 
4. In some cases, information as to variety, 
form or style of pack, sweetenss of fruit 
syrup etc. 
5. Special spices and flavoring. 
6. When products consist of more than one 
ingredient such as mixed vegetables, or 
pork and beans, and the product has not 
been "defined" (that is, given a specific 
name and the ingredients standardized by 
regulation), all the ingredients must be listed.* 
Labelling information:- The labelling of a drug must bear the follow-
ing information. 
* The Food and Drug and Cosmetic Act of 1938. 
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l. The name and address of the manufacturer, 
packer or distributor. 
2. The accurate statement of the quantity of 
contents. 
3. A statement of the quantity or proportion of 
certain habit-forming drugs, with the statement 
''Warning ..• may be habit-forming" 
4. A. The common or usual name of the drug. 
B. When the drug is composed of two or more 
ingredients, the common name of each active 
ingredient and the amounts of certain ingre-
dients listed in the act. 
5. Adequate directions for use. 
6. Warning against unsafe use by children. 
7. Warning against use in amount, or for a length 
of time, or by a method of administration which 
may make it dangerous to health. 
8. Warnings against use in amount, or for a length 
of time, or by a method of administration which 
. may make it dangerous to health. 
9. All the information required by the act must be 
shown in the labelling in a form easily noticed 
and readily understood. 
Prohibited Deceptions: 
l. Drug labelling must not contain false or mis-
leading statements. 
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that-
2. A drug must not be an imitation or offered 
under the name of another drug .. 
3. Containers of drugs must not be so made and so 
filled as to be deceptive. * 
The law does not set up grading standards for foods. It does require 
a. The food must not be injurious to health. 
b. That the administration case limit the amount 
of added dangerous substances that can not be 
avoided in the manufacture of food. 
c. That food must be prepared, packed and held 
under sanitary conditions. 
d. That a food must not be filthy, putrid, decomposed 
or otherwise unfit. 
e. That a food must not be the product of a deceased 
animal. 
f. Food containers must be free from any substance 
which may cause the contents to be harmful. 
g. That the administration may prescribe the 
standard of fill of container {the extent to which 
containers must be filled) 
h. The act does not describe standards for grading. 
It covers only the minimum standard of quality and 
the general standard for all labelling of products in its scope. 
* The Food and Drug and Cosmetic Act of 1938. 
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Grading is done only on a voluntary basis. Thus where the U.S. 
appears on the Grade label it means that the product meets the require-
ments of a Federal Government Bureau, but this grading is not compulsory. 
GENERAL: Approximately eighty-five U.S. Standards for processed fruits 
and vegetables are in effect, each for a different commodity. The U.S. 
Standards are developed by the U.S. Department of Agriculture in co-operation 
with growers, processors, financing agencies, distributors, and consumers. 
Methods of grading vary with the products. The methods in establish-
ing U.S. Grade Standa:J;"ds for few selected products are as follows:-
EGGS;- Eggs are graded on the basis of the quality revealed in candling 
process. An electric candle illuminates the translucent eggs, giving U.S. 
graders an X-ray view of the quality. After grading, the eggs are separated 
mechanically, according to weight, and are put into containers. 
The actual grading is done either by employees of the Production and 
Marketing Administration of the U.S. Department of Agriculture, or by employees 
of the co-operating state agency who have been licensed by the Production and 
Marketing Administration. 
The grading is of a definite advantage to the consumer insofar as quality 
is concerned and each grade has a definite utility value. 
Federal Government Grade according to storage (refrigerated) as well 
as fresh ones under the egg regulation of the Agricultural Marketing Service: * 
* Consumer Digest, _May, 1941. 
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1. U.S. Special - The kind to buy for convalescents; 
very few on the market. "Retail Grade AA". 
2. U.S. Extra - Top grade in most markets; satis-
factory for breakfast eggs. ''Retail Grade A''. 
3. U.S. Standard - Satisfactory for cooking; if sold 
under seal authorized by the Department of 
Agriculture must be marked "Retail Grade B". 
4. U.S. Trade - Suitable for preparing dishes where 
flavor of eggs does not effect results."Retail Grade C''. 
Requirements for uniformity of size of eggs within each dozen vary 
according to the grade. In the case of "U.S. Specials" all twelve eggs must 
be reasonably uniform. However, ''U.S. Standards l' may have varied sizes 
and in a dozen graded "U.S. Trades'' the eggs may be greatly varied in size. 
U.S. Consumer grades and labels for eggs are designed to tell people 
who ' buy the eggs in retail stores, the quality, size and the date on which the 
eggs were inspected. 
When an egg is stored, (cold storage) it does not lose its place in the 
original grading, which means that it does not lose in quality, However, 
storage eggs must be marked as such even though their taste may not change. * 
PEAS:- Peas can be among the most succulent and nutritious of vegetables 
when their quality is high, and they can be unappetizing almost to the point of 
inedibility when their quality is low. They are rated by standards of identity 
* Consumer Digest, May 1941. 
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and quality established by the Department of Agriculture. 
Taken into account in the scoring are: 
1. Clearness of liquor 10% 
2. Uniformity of color 15% 
3. Absence of defects 30o/o 
4. Maturity 45% 
ciearness of liquor is an index of maturity, for the least mature 
(and therefore the tenderest) peas have a practically clear liquor; an 
extremely cloudy liquo:r containing considerable sediffient is an indication 
of the high starch content which is characteristic of tougher, more mature 
peas. Lack of uniformity in color is also a measure of variation from type. 
To win a high score for absence of defects, a can of peas must contain a 
minimum of broken or discolored peas and other extraneous substances such 
as pea pods or thistle buds. Maturity, the principal indication of tenderness, 
is primarily determined by a brine floating test. Minimum require:rnirts must 
also be met for the percent of peas which crush under the pressure of a given 
weight and with a maximum alcohol insoluble content (another measure of 
maturity.) 
GRADING CANNED PEAS 
Grades 
Factors Points A B c 
Clearness of liquor 10 9-10 7-8 5-6 
Uniformity of color 15 14-15 11-13 8-10 
Absence of defects 30 27-30 23-26 19-22 
Maturity 45 40-45 34-39 28-33 
Minimum totals 90 75 60 
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It is clear that this scoring system provides that if peas are low on 
certain factors, they can "make the grade" by being higher on other factors. 
The size of peas, under U.S. standards, range from No.1 to No.7 (so-
called "sieve" sizes.) Most "Grade A" peas were relatively small in size, 
but the r .elationship between size and grade varied with two types. In the 
early variety no peas larger than size #2 rated "Grade A"; in the sweet 
variety some sizes as large as #3 and #4 size, but the sweet grow larger 
and hence, if you prefer this variety, it is less necessary to look for the 
smaller sieve sizes in order to obtain the more tender peas. 
It will be noted from the table that there is no reference to ''Nutritive 
Value", "Flavor" or "Tenderness". There is no grading or other require-
ments for ''Nutritive Value''. Peas are not graded on'' Flavor'', all being 
required to have a "Normal" flavor; and " Tenderness" is treated as the 
equivalent of · ''Maturity''. 
Clearness of Liquor: For an "A" score on this factor (9-10 points) 
the liquor must be "practically clear", according to the wording of the 
standards: "B" (7-8 points) if the liquor is "reasonably clear, may be cloudy 
or possess a small quantity of sediment''; "C" (5-6 points) if the liquor is 
"very cloudy, if an accumulation of sediment is noticeable." 
Absence of Defects: This refers to "the degree of freedom from harm-
less extraneous vegetable material (such as pea pods and thistle budsL broken 
peas, and spotted or otherwise discolored peas (creamy white or vivid green)." 
The pea seed "is considered unbroken if the two cotyledons are held together 
by the skin, even though the cotyledons may be cracked or partly crushed or 
34 
the skin split." These are measured by counting what percentage of peas 
are broken or off-color, and by finding what percentage of the drained weight 
of the peas is the extraneous matter, as follows (percentages are maximum): 
Grades 
A B c 
(Absence of Defects) (27-30) (23-26 (19-22) 
Harmless extraneous 
materials none l/4o/o l/4o/o 
Broken peas 5% small peas 
2% larger 5% lOo/o 
Spotted or off-color 1/2% 2% 4o/o 
Maturity: This test is based on the idea that ''tenderness'' may be 
tested by "maturity", or the stage of development of the pea. The peas are 
put into brine solutions of a specified strength, and the percentage of them 
which sink in ten seconds is counted, taking into consideration the size of the 
peas. If the percentage which sinks is not over a certain number, the peas _ 
are considered "very tender" and scored 40-45 points -- "A". (These would 
be very young peas.) If the percentage is not over another specified number, 
the peas ar.e considered "reasonably tender" and scored 34-39 points -- "B", 
provided that not over 5% of them, by count, have ruptured, "split skins" 
(1/16 inch or more.) (These would be young peas). The standard test for grade 
"C" peas (scoring 28-33), "starch or nearly mature", are more complicated, 
not over 25% may have split skins, not less than 90% must be crushed if put 
under a two-pound weight in a certain way; and the solids, which are insoluble 
in alcohol must not be more than a certain percentage (depending on the variety).* 
* Grade Labelling and the Consumer. 
The National Publishers Association, New York, 1945. 
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Of these four factors, "clearness of liquor'' and "uniformity of color" 
depend on the judgment of the grader; "absence of defects" is measured 
objectively by weighing and counting, and "maturity" is measured by various 
tests. 
In the case of fruits and other vegetables, some of the factors selected 
are different from those used for peas and in some instances, different methods 
of judging or measuring are used. 
Some of these differences for several products appear on the following 
chart. 
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Corn Corn 
Tomatoes Tomato Grape- (Cream (Whole 
Factors Tomatoes Pulp Juice fruit Style) Kernel) 
Drained weight 20 20 
Wholeness 20 20 
Color 30 50 30 20 5 10 
Absence of 
defects 30 20 15 20 20 20 
Maturity 25 35 
Character of 
fruits 20 
Flavor 30 40 20 25 
Consistency 15 .,. 25 
Cut 5 10 
TOTALS 100 100 100 100 100 100 
Lower Limits (of merit score yield grade classification) 
A 90 85 90 90 90 
B 75 75 75 75 
c 60 70 
Broken 60 60 60 
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OLIVES:- Green olives are picked when they have reached full size, but 
before they have begun to ripen. Their processing requires a series of 
complex operations. 
To meet the tentative standards of the U.S. Department of Agriculture, 
green olives must have a "normal" flavor and odor, a PH no higher than four 
(a measure of acidity), and a salt content of not less than 7%. They must not 
contain more than a trace of "reducing sugars." 
Olives meeting these requirements are graded "A", "B", "C", or 
"D" (substandard), depending on these four factors; color, absence of defects, 
(foreign matter, bad spots, shrivelling, etc.), uniformity of size, and firmness, 
crispness, and texture. The pimentoes used in stuffing olives must also have 
a characteristic red color. 
In grading ripe and green-ripe canned olives, the U.S. Department of 
Agriculture places greatest emphasis on the flavor and texture. To achieve 
a grade of "A" they must have a "sweet flavor entirely free from residual 
bitterness", and their flesh must be firm, tender, and easily separated from 
the pit. Also considered in grading is color, uniformity of size and shape, and 
absence of defects. 
The sizes are divided into categories such as : Standard, medium, 
large, extra large, mammoth, giant, jumbo, colossal and super-colossal. 
Here is another example of a general confusion in grading by size. 
Some consumers might think that' 'large'' or any one of the latter categories 
may be the largest -- never realizing that there are one to six even larger 
sizes. 
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MEAT:- The Federal Meat Inspection Act requires all meat which passes 
into interstate commerce to be slaughtered from healthy animals and under 
sanitary conditions. The meat Inspection Division, Livestock and Meat 
Branch of U.S. Department of Agriculture is responsible for making the 
required inspection. Meat which has been inspected bears a round purple 
stamp or label as follows: "U.S. Insp'd and P's'D" meaning "U.S. Inspected 
and Passed". This stamp has nothing to do with quality, as it merely means 
the animals have been healthy and the slaughterhouses clean. 
The U.S. Department of Agriculture has established grades of quality 
for beef, veal, lamb~ mutton and pork. The label is stamped on the meat and 
must be left on until it is sold to the consumer. The stamping fluid is a pure 
vegetable compound. It is entirely harmless and the imprint usually disappears 
when the meat is cooked. 
Federal meat grading is on a voluntary basis, that is, meat is graded 
only when the buyer or the seller requests it. Evidence of the popularity of 
such a service is shown by its growth from 1930 to 1947. In 1930, government 
graders checked and graded 79,587,421 pounds of meat. During 194 7 meat was 
being graded at the r .ate of about 3,600,000,000 pounds a year or forty-five 
times as much as was graded in 1930. * 
Beef is graded on the basis of the characteristics that provide the best 
indication of its relative desirability to the consumer. The degree of marbling 
(intermingling of fat through the lean), the texture, grain, color apparent in 
the cut surface of the lean, and color and character of bone are considered 
the best indicators of quality. 
* Consumers' Guide to U.S. Standards for farm products. Cathine M. Viehmann. 
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THIS STAMP SHOWS THAT · 
THE MEAT WAS FEDERALLY 
GRADED. 
THIS STAMP SHOWS THAT . 
THE MEAT WAS FEDERALLY 
INSPECTED AND PASSED 
AS VlliOLESOME FOOD. 
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Consumers want to know how much edible meat, particularly lean 
meat, can be had from a given cut. They want to know the proportion of 
lean meat to fat and bone. The grade of beef is determined largely from the 
relative proportion of lean, fat, and bone, and from the age of the animal at 
the time of slaughter. Grade marks appear over and over again on the whole 
length of any meat carcass, and U.S. choice, U.S. good, or whatever the 
grade may be. In this way the consumer is able to find the grade mark with-
out any difficulty on all cuts of Government grade meat. 
Prime is the highest grade of beef. Meat of this grade is produced 
customarily from very young animals which have had special care and feeding. 
Choice beef is produced from relatively young animals. It has a small 
amount of bone and contrastingly larger amounts of lean and fat. The large 
amount of fat is necessary to insure that it will have the tenderness, juiciness, 
and flavor so desirable to discriminating consumers. 
Good, Commercial, and Utility, each has its own general characteristics 
which indicate different degrees of desirability. In general, the lower the grade 
the higher the percentage of bone and lean and the lower the percentage of fat. 
The lowest grades of beef, are not generally sold at retail but are used 
in the manufacture of the many different types of sausages. Meat of th~se grades 
has a very high proportion of bone, has practically no fat, and is usually produced 
from older animals. 
The Federal Meat Inspection Act established standards of wholesomeness, 
soundness, and fitness below which no American meats should be sold. Due to 
41 
the legislative application of such standards, consumers are better protected 
not only from physical harm, but also from useless expenditure for products 
which could not be used as the purchases had originally intended. 
APPLES:- Getting ones money's worth in apples is first a matter of select-
ing the right apples for the right purpose, Some are excellent for cooking, 
while others are better only for eating. If eating apples is the want of the 
consumer, then he should look for fully ripe, firm apples without defects. 
Apples meeting these specification are more likely to have a good raw flavor, 
Itnmature apples, which are sometimes spotted and of a poor color, are good 
for cooking, but are sour and hard when eaten raw. 
While the grade of the apple is an index to quality, grades are not 
uniform throughout the country. Some states have their own compulsory 
grading systems. U.s. grades are strictly voluntary. 
Apple Grades: 1. U.S. Fancy - stands for top quality apples which are 
mature, unbruised, and have a good flavor, color and 
size. 
2. U.S. No.1 - are apples just a shade lower in quality 
than "U.S. Fancy". 
3. U .S.Gommercials - are as good as U .S.Fancy and 
"U.S. No.1" except that the color of the skin is not 
considered in grading. 
4. U.S. Utility - are apples of low grade, usually having 
blemishes, poor color, and irregular shape. However, 
they can be used satisfactorily and economically if 
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the purpose for which they are to be used does not 
call for the best skin color and absence of surface 
blemishes. 
Thus the Federal Food, Drug and Cosmetic Act and the Federal Meat 
Inspection Act prescribe the minimum standards of quality and labelling, but 
Federal Law does not go into quality grading. The Federal agencies which 
set up standard grades do so only if the buyer or seller requests it. 
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JOY 
BABY 
BL.U·E BIRD 
~ORANGE JUICE 
BLUEBIRD ORANGE JUICE 
is pressed from tree ripened 
fruit, picked at the peak of 
its essential goodness. It is 
packed under continuous 
U. 5. Government inspec· 
tion in sanitary germ-proof 
containers insuring excellence for infant .feeding. 
For growing youngsters it is an ideal beverage, 
builds sound healthy bodies. 
Otlter famous 
8tUf81RD PRODUCTS 
GN~efrult Juice ale11detl 
Or."'• ••4 Gn.pefruit Juice 
T••••ril•• Juice Grope-
fruit 5ections Citrus S.l•ll 
Look for the Bluebirds on the 
label . They represent tops in 
flavor, Grade A Quality. 
DRINK BlUEBIRD CITRUS 
JUICE FOR HAPPINESS. 
PAC::KED BY 
SOUTHERN FRUIT 
DISTRIBUTORS, INC. 
0 R L A N D 0, fL A. 
P R C' ~ "T C' F 
U. S. A 
© 1946 by S. F. D. INC. 
Baby Bluebird says: "Orange Juice Is gaod for me. 
It gives me h-lth with Vitamin C." 
Recollection of qual ity will always remain, 
BLUEBIRD BRAND ORANGE JUICE is 
guaranteed to your complete Klfisfoction. 
LJTHOGU.PHED 
IN 
U 5. A 
A SAMPLE OF A LABEL USED ON ORANGE AND GRAPEFRUIT JUICE WHICH BEARS 
THE QUALITY DESIGNATION nu.s. GRADE Aw, AND THE LEGEND •PACKED 
ONDER THE COllTINUOUS INSPECTION OF THE U;S. DEPARTMENT OF AGRICULTURE. 
AVERAGE DOSE 
As antacid: 1 to 2 tablets 
with half a glass of water. 
The dose may be repeated 
three to four times daily or 
according to physician's 
directions. Tablets may be 
chewed and swallowed 
with water if preferred. 
FOR COMPOSITION SEE SIDE PANELS 
SEDATOLE 
(SHARPE & DOHMEJ SEDATIVE EXPECTORANT 
Eoch fluidounce contains Codein. Sulfate 1/ 2 qr. 
Warninq- may be habit formlnq . 
With Wild Cherry, Tolu, Senqumaria: Squill, &hn ol Gllud Bud., 
Dlluted Phc.phoric Acid and Menthol . Alcoh.l 6,-0 • 
Avera~ Do(a~ For Adult., I teospoonful. For Children (6 to 12 years) 
1/4 to 1/ 2 teospoonful dependinq on aqe. Doee may be repeated at tntervol.i 
of 2·3 hours, or •• directed by the ph~sicion 
::=cr.ta~,,t;'u~:' U: :U:U:,~~~:on~r%r~::.~::.~1!u.", !'!~!=~ 
affect the hurt and circulehon . 
LABELS SHO ING SOME OF THE REQUIREMENTS 0 
ADMINISTRATION. 
a4 OOD AN'D DRUG 
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CHAPTER IV 
A definition of grade labelling: Label "language", usually in the 
form of a symbol or trade term, which indicates a place, or rank, in some 
scale, and which incorporates the element of better and poorer is properly 
called grade labelling. 
The form of grade labelling used in food is a multiple factor grade 
labelling. By this is meant that several different factors are summed up 
in a composite or average which is indicated by a letter or number. This 
letter or number de-notes that by some concept the product is better than, 
equal to, or poorer than other products of its kind. Multipe factors which 
are selected are chosen with consideration of their major consumers or 
users. The consumers have to have criteria against which they can meas-
ure quality. 
The adequat·e descriptive label for canned foods must state separate-
ly, in specific, uniformly used terms, which are readily understood by the 
ordinary person, and in legible type so arranged as to be easily seen and 
read; every fact about the product which is genuinely useful to the consumer. 
For the sake of uniformity and in accordance with law, each term must be 
either self-defined or based upon an objective test. * 
The descriptive label on a can of peas could tell the exact size of the 
peas; or they could be designated tiny, small, medium, large or extra large. 
They could tell whether the peas are of the same size· or assorted, As to the 
* Bulletin of the labelling committee of the National Canners Association. 
February 1942. Washington D.C. 
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N I 8 L ET s BRAND 
WHOLE KERNEL CORN 
Packed from very young, golden 
sweet corn, cut off the cob. Vacuum 
packed to retain the natural corn 
flavor and freshness. 
HOW TO SERVE: Pour contents 
of can in saucepan, adding pat of 
butter on lop. Place over medium 
heat, stirring several times. When 
butter is melted, corn will be piping 
hot and ready to serve (4 or S min-
utes) . Don't overcook . Add salt and 
pepper to taste. Two servings . 
You will olso enjoy these fop qualitybronJs: 
Green Giant Peas ; Niblet-ears Corn; 
Del Moiz Cream Style Corn ; s· 
Niblets Mexicorn ; Niblets ..!.- .•;, 
Spears Gr,een Aspcuogus. • ..... _~ 
I! 
I 
IRA M 0 
VACUUM PACKED 
FRESH CORN 
OFFTHECDB 
A SAMPLE OF A LABEL USED ON CORN 1~ICH ILLUSTRATE 
SOME QUALITIES OF THE DESCRIPTIVE LABELS . 
CONTENTS 7 OU~lCES AVOIR . 
VERY YOUNG 
WHOLE KERNEL 
GOLDEN 
SWEET CORN 
VACUUM PACKED 
SUGAR AND SALT ADDED 
Distributed by 
MINNESOTA VALLEY 
CANNING COMPANY 
Le Sueur, Minn. 
Priotd, io U. S. A. Packd II U. S. A. 
C IIYCCt II&. U. S. Pat 011. _... ...., __ _ 
important factor of maturity, the label could state definitely whether the peas 
are very young, young, or nearly mature. The quantity could be stated as can 
size, or number of cupfuls, or number of servings. Further information which 
would be h:eTpful would be the uses to which the product is best adopted, and 
this could be made more specific by suggestions for cooking and serving. 
All of the statements in descriptive labels are objective; they either 
define themselves, or they are based on objective definitions, standards and 
tests. The statements . are definite and precise; they say exactly what they 
mean. Language used is generally common and simple. 
Method Of Preparing Grade And Descriptive 
Labelling: The grades are based on a number of factors which, taken 
together make up the "Quality" of the product. This process I have described, 
In preparing a descriptive grade label the rating of the product is described. 
The description usually includes all factors used in grading (most often down 
into simple language, although sometimes technical language may be used.) 
Standardized Descriptive Labelling: Uniformly used, standardized, 
commonly understood words or phrases can be used to interpret or describe 
the nature of classification of the product. The label actually describes the 
product to the consumer in simple language which he understands. It should 
give the consumer a definite idea of the quality .of the product. Manufacturers 
can also inform the consumers about the characteristics of specific products 
in specific packs. 
What Are Descriptive Labels: Descriptive labels provide information 
for canned goods on such points as the method of. packing, the degree of maturity 
of the product, the number of units in the can if the units are large, the number 
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of cups if the units are small, the quantity in servings, the size of the can, 
a description of the raw product and the method of processing, and suggested 
methods of serving. Straight descriptive labels do not give information as to 
the quality of the contents except in general terms not based on accepted 
standards. 
Further development in descriptive labelling is the standardized 
descriptive label. Standardized description is specific about "Quality" 
rather than being general, by saying that carrots are evenly diced or un-
evenly diced; the peaches and apricots are ripe, or in the economy pack 
may vary in ripeness; that tomatoes are uniformly red or mostly red, etc. 
The language of this label is semi-technical in general, which can 
be understood by most users. If it becomes absolutely necessary to use 
technical language the difficulty is met with an explanation. For example, 
one label attached to a bed sheet gives. information about the breaking 
strength with the expression "if the fabric takes a great strain the greater 
service you may expect", which means absolutely nothing to the consumer. 
The general requirement for standardized descriptive labelling can 
be summarized as follows:- * 
1) Standards: For each label there shall be an objective 
definition or measurement standard which will confine 
each label statement to its own limited meaning. 
2) Completeness: Every fact important to the consumer, 
including those often loosely called "quality" factors, 
* Bulletin of the labelling committee of the National Canners Association, 
Washington 6, D.C. February, 1942. 
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shall be stated, provided that objective measurements 
or standards can be established. 
3) Commonly understood words: Common ordinary, but 
"precise-as-possible" words shall be selected which 
will accurately interpret each fact to the largest 
possible number of individuals. 
4) Separate Statements: Each fact shall be separately stated. 
5) Conspicuousness: Each label term shall be prominently 
printed, and displayed so that it can be quickly seen and 
easily read. 
If these requirements were strictly enforced, much of the confusion 
resulting from too highly technical language, would easily be avoided. For 
instance, on some labels the manufacturer prints as many superlative 
comments that would apply to his product, as is possible. A label could 
read best, none better, finest, most succulent, sweetest, and best on the 
market, Grade C . . . . and still be within the law. Although all these things 
may not be found on any one label, many manufacturers still purposely try 
to confuse the consumer as far as the actual quality is concerned, by cover-
ing up the actual low grade, with a very appetizing label and many adjectives 
that may not even come close to describing the true quality. 
I believe that the standardized, descriptive label should answer the 
following questions: 
1) What is the product made of? 
2) How is it made? 
3) How will it perform? 
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4) How should it be used? 
5) How should it be stored? 
6) What is the name and address of the manufacturer? 
7) Distributors and the brand name 
8) Quantity. 
These questions should be answered in specific, not general terms. 
For example, it is not sufficient to say that ''This is a good soup''. Rather 
the label should s :ay, '' Campbells, Condensed Cream of Mushroom Soup. 
It is made of mushroom~, milk and creams, corn oil, wheat flour, corn 
starch, tomatoes, chicken fat, beef extract, salt, sugar, monosodium 
glutanate, spices, and water. You have here 10.1/2 oz. net weight with 
detailed instructions for its preparation. It is made by Campbell Soup Co. 
Camden, N; J.' '. 
The purpose of a descriptive label is to enable the consumer to buy 
wisely and the store to sell intelligently, to the end that the consumer gets 
the maximum satisfaction for the money expended, and the store handles 
the transaction with the minimum of returns and adjustments. 
How Business Is Affected By Grade And Descriptive Labelling 
The advantage of grading as a sales promotion is more to the small 
manufacturer than a large one who has many resources. The cost of a 
government inspector is low, so a low expense manufacturer or producer 
can find out what type his product is, and can produce a uniform quality. In 
other words, a standardized grade label would offset the advantage that a 
large manufacturer has through his concentrated advertising, because the 
need to spend thousands of dollars to tell the consumer how good his product is, 
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would not be necessary if all that information was contained in the same 
wording on all labels. 
By knowing the type of his product it helps him to find the type of 
market which will best consume the product. If he is making a top grade 
product, he will be selling it to one class or group, and if he is making 
low grade, he will be serving a lower economic group, if the price stays 
on a level with the grade, In this manner it helps the manufacturer to direct 
his sales promotional efforts in the right directions, 
It is difficult and expensive for an individual, particularly a small 
one, to prove that his quality is better than so-and-so's. When Federal 
grade labelling is applied for and the result proves that over 90 percent of 
the product can be graded U.S. ''Grade A'', this will not only validate the 
company's claim of quality, but will mean something to the trade-buyers 
and consumers alike. 
When the product of another manufacturer, whose product is also 
graded, is bought, the grade on it serves as a sales promotion for all 
manufacturers whose products are graded, because when the consumer 
becomes accustomed to the fact that the U.S. grades are authentic and 
reliable, he will always look for them. 
Canners who have not built up their brands may see in grade labelling 
a cheap and easy way of adding to their competitive strength against consumer 
loyalty to national brands. 
Informative labelling is a method of identifying the quality and per-
formance characteristics of consumer goods, It serves as an effective 
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grade to help the consumer know what is happening to prices so that they 
may measure a true value. 
The information given will help the consumer in shopping more 
effectively. It will-
a. Save time in shopping. 
b. Save time in making adjustments and in returning merchandise. 
c. Tend to increase consumer appreciation for better quality 
merchandise, and thus increase purchase satisfaction. 
d. Build confidence in other products of the same company. 
The more general use of descriptive labelling will make technical 
information more 'meaningful. Information such. as the labelling of three 
different types of butter, with their bacteria count, is of much more value 
to the consumer than when only labeled "butter", and letting him find out 
for himself, which is better. 
Descriptive labelling provides the retailer with more accurate 
knowledge of the merchandise he handles. It helps him to reduce the return 
of merchandise which is unsatisfactory. It provides him with a solution to 
the troublesome and expensive problem of giving sales people the information 
they need to do a good job of selling. With the help of informative labels, even 
the most experienced sales clerk becomes a more efficient salesman. 
Changes in competition: As we have seen in the last section, grade 
labelling gives the selling advantage to the manufacturer of a product who is 
selling under grade labelling. As long as the labelling is not mandatory, 
there will remain some firms whose products are sold under grade labelling, 
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while others will continue otherwise. (i.e. private brands). This can be 
either descriptive or standardized descriptive, 
If grade labelling is made mandatory, it will not stifle competition, 
Rather it will place producers on a truly competitive footing, since consumers 
can judge products on a basis of price, and known quality. As the situation 
stands at present (with many types of labels in the market), it is very difficult 
to compare the products of one producer with those of another on a true value 
of price and quality.* It is possible that there would be a shift of competition 
from "price" to "product". This might happen because the consumer will 
be inclined to pay higher prices for one "Grade A", than the "Grade A" of 
another producer, Products will be more homogenious, so will follow a more 
pure competition. Here buyers will have the opportunity to gauge the merits ·oi 
products on the basis of known standards (grades). If market standards for 
products are established by law, the prospective buyer will then ' have the oppor-
tunity to purchase items which are known to be of a certain identity, and quality, 
regardless of the trademark which may appear on them; also regardless of the 
amount of advertising which has been spent in promoti:ng , their sale. Homogenity 
within a given standard would apply, and sellers and buyers of such a product 
would approach the market on terms tending towards quality, in-so-far as the 
product is concerned. 
Under such conditions, buyers could substitute the products of one 
manufacturer for those of another, as the units produced by each would be the 
same. At the same time, producers would be unable to substitute elements of 
*G.B. Hotchkiss, The Journal of Marketing, October, 1945. 
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different value unless they infringed on the law, or sold the product for what 
it was. 
A ''Brand Name'' can create and has created a monopoly which easily 
makes for exploitation of the consumer. Once a monopoly has been established, 
even though quality and quantity is appreciably reduced, the consumer reaction 
will not be pronounced, This process may continue for a long period before a 
manufacturer starts to lose a market. 
Price Variations With Grade And Descriptive Labelling 
The consumer, as a category or type of buyer, has a problem of 
reckoning price, which is similar to that of any other buying group. However, 
the means at their command for determining essential .attributes and charact-
eristics which effect value and price are frequently limited, Such a limitation 
may arise from various causes .... The product may be so processed or 
packaged that the consumer is unable to see it. Often the only information 
given to the consumer in the market place is the common name of the goods, as 
shown on the package, with the weight of contents, and the price. Common 
names of standards of identity have not been established, and may refer to a 
relatively broad generic classification; in which component elements may vary 
considerably. In the case of food, this has been considerably narrowed by the 
law which requires that the weight of contents shall be stated on the package, and 
component ingredients shall be listed, if no standard of identify has been est-
bUshed. The price as stated by the seller, may not be a sufficient guide to 
quality differences. 
Standards with designation of a product's g_rade would allow the consumer 
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to compare one product with another and judge on a more purely competitive 
price basis. 
The relation of quality to price: Price is not a reliable guide to 
quality since for many goods there is no consistent relation between the two 
factors. In a study of fresh and canned fruits and vegetables, made by Hauck, 
the conclusion was drawn that: ''The most striking fact is that in the main, 
retail prices of the goods purchased were unreliable guides to the quality 
or value. The quality-price relationships were so slight as to be almost 
wholly insignificant.'' * 
Labels are potentially great value to the consumer as a guide to 
quality. However, specific information about the qualities of goods is 
frequently not given on a label. Too often they are used for trade puffing 
and for a generalized description. In the case of grade labelling there is 
a direct correlation between the grade and quality and also an indirect one, 
between quality and price. The price of high quality, (or A) should be higher 
than the price of secori.d quality grade (or B). 
In developing standards for grades, the highest grade in a set of 
standards represents the quality and condition characteristics most desired 
by the trade, and which command the highest prices in the market. The lower 
grades represent qualities not so desirable but which have good food value 
and are salesable. Naturally, the lower grade under normal conditions, 
commands a lower price than the higher grades. 
* Charles Wesley Hauck, "Tests of reliability of brands and 
retail prices as guides to the quality of selected fresh and 
canned fruits and vegetables," The Ohio State University Press~ 1939. 
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The changes in variation of product: The number of grades included 
in a set of standards depends to a large extent on the number of distinct grad-
ations of quality that the industry makes, which is usually governed by the 
relative value of the product. For example, it is feasible to have more grades 
of quality for such products as citrus fruits, apples, and pears, which have 
relatively high value, than for cabbage and some of the root crops, which have 
a relatively low value and vVhich, from the grower's or shipper's viewpoint, 
do not warrant sorting into grades. 
It is a general notion that in the case of informative labelling there is 
always a tendency to increase the variety of products, but in the case of Sears 
Roebuck & Co., experience was counter to general belief. In preparing inform-
ative copy which shows the difference between 15¢, 19¢ and 25¢ items within 
a given line, it is sometime revealed that there is no real need for all three 
items in the assortment. Many lines are being reduced in this manner, making 
for a better merchandising structure. 
The effect on the commercial buyer: Dealers, producers, and canners, 
long ago learned that it was impossible to buy intelligently without measurements, 
that is without recognizable grade standards. It was found necessary to provide 
a suitable tolerance in the various grades, in order to allow for variations 
incident to proper grading and handling. Today, by far the greatest part of 
their business is conducted on the basis of grades. * 
Buying can be a science and the Federal Government recognize this fact. 
~~ Consumer Guide, March 1, 1940 
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It does most, if not all, of its purchasing on the basis of specification; that is, 
the goods it purchases must meet certain requirements which the government 
has set forth. The wholesale buyer knows, usually by an inspection of a sample, 
the nature of each factor of any lot he buys. Generally he pays more for diced 
carrots when he knows they are evenly diced than when he knows that they are 
unevenly diced. Standardized descriptions help the commercial buyer to 
purchase intelligently. The consumer, who is the ultimate user, gets the 
advantage when this kind of information is passed on to him through proper 
labelling. 
When the subject of grading and specification labelling was first dis-
cussed, some business men predicted that if the movement grew, the necessity 
of advertising would be eliminated. 
If the consumer can buy merchandise on an A, B, C, basis, there will 
be no need for advertising to influence choice of quality. The women'will buy 
'A' product, regardless of who manufacturers it. If she has a choice of 'A' 
products, she wouldn't care particularly which one she gets, as long as it 
suits her tastes. 
While there has been comparatively little experience in specification 
selling, this is the first step toward grade selling. The more the industry 
went into specification, the more essential it becomes to improve their 
products, style them better, and merchandise them soundly. In short, com-
pulsory grading if it does come will put an increased burden on advertising. 
The manufacturer of a grade 'A' product competing with another product will 
have to use all his advertising ingenuity to win the consumer. His sales and 
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advertising story will be in the plus values he can put into his merchandise, 
values that will distinguish it from merchandise manufactured thoroughly to 
meet the grade requurements of the same grade. 
The consumer will be needing information from time to time whib.h 
will be passed on by the manu~acturer via advertising. 
The effect on incentive to improve the quality of product: Opponents 
of grade labelling would say that there would not be any incentive for the 
producer to improve his product once he has reached "Grade A" and they 
also say that once the grade labelling is done, the next step will be govern-
ment price control. 
However, I believe that once specifications are set up, it will become 
more essential for the manufacturer, producer, to improve his products, 
style them better, and merchandise them soundly; because the consumer will 
have a wider knowledge in buying his product. In any system, no matter how 
efficient, there will be some people who will not be satisfied. In the case of 
the producer, the processor will pay premium prices for the percentage of 
delivery that will meet the requirements of the highest grade, and correspond-
ingly lower prices. Such a system, of payment on the basis of grades, provides 
an incentive for the grower to deliver the highest percentage possible, of the 
higher grades; as this will give him his greatest return per unit of delivery. 
The same system can be supplied to the manufacturer of consumer goods. 
Benefits to the producer: I believe that realistically thinking, the 
industry has more at stake in its labels than any one else. The National 
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Canners Association has adopted a policy of standardized descriptive labelling. 
In this manner they provide more accurate and useful information that can be 
passed along to consumer-buyers and, therefore, in the long run best serve 
consumer interests and ultimately the industry. 
Official standards for grades can also serve the processor as a definite 
guide for contracting with buyers, and as a guide for improving packing oper-
ations. 
The retailer will benefit by informative labelling and in improving its 
merchandising. It will reduce the return of goods because it will sell more 
intelligently. 
Grade designation used as a trade barrier: Many states have used 
grade legislation to place out-of-state products at a: disadvantage. This is 
done by setting up requirements for the top grades that can be met by products 
raised within the state. For example, the highest grade for eggs in Rhode 
Island is "Rhode Island Specials" and they must have been laid in Rhode 
Island. Eggs from other states meetip g the same quality test, cannot be sold 
with this top grade designation. There is a tendency for states to utilize 
grade names to give its own business men a competitive advantage. 
Grade labelling would not do away with brand names. The grade 
designation would simply supplement and reinforce the brand name. The 
American packers who sell their products in Canada, where grade labelling 
is compulsory, have not dropped their brand names, but are concentrating 
their advertising more and more on increasing consumer recognition of their 
brand names. 
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Reputable business firms give continuous protection to consumers 
by packing up the quality of the merchandise they sell, by means of guarantees 
of various kinds. In addition, manufacturers and many of the large retail and 
wholesale distributors make extensive tests, either in their own laboratories 
or in others op~rated by private concerns or trade associations, for the purpose 
of seeing to it that consumers receive the greatest value for 'their money. 
Grade-labelling, which is done by the Agriculture Marketing Department, 
gives an added guarantee to the product. 
Effect on location: Fruits and vegetables used by the majority of 
canners are grown under exclusive contracts for canning. The location of the 
canneries is mostly dependent on the availability of raw materials. To insure 
that canneries obtain fresh products, they are located in the vegetable region; 
with fruit canneries in the fruit orchard, the meat canneries in principle 
animal slaughtering areas, and fish canneries located near the fishing docks. 
It follows, therefore, that the establishment of compulsory grading, or stand-
ardized labelling, even though it might change the size of the cannery, will 
not affect the location. Perishable goods cannot afford to bear the heavy 
expense of shipment and must be packed in a short time, so industry will 
be always located near the source of raw materials. 
Grading helps in obtaining a business loan: When a farmer or 
manufacturer wants a bank or other loan, it would become difficult to judge 
the value of his goods, satisfactorily for all parties concerned. Simple names, 
(Grade A, Grade B, Grade C) as given by the Department of Agriculture have 
been widely used as a basis for determining loan values. This grade value has 
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led some producers to believe that the A, B, C label can be carried to the 
consumer. When grades are used in getting loans on goods in warehouses, 
they have the job of safeguarding the loan, So long as the goods have a value 
which would permit the lender to get back his money in case of trouble, it is 
all that is necessary. They do not have to be very refined on characteristics 
involving individual preferences. So long as they are acceptable to buyers 
and sellers, they would serve their purpose in financing trade. 
In the case of a consignment of canned peas, for example, the producer's 
grade does not have to perform the same function as it does on the individual 
can bought by a housewife at the corner grocery. The lot may consist of 
thousands of cans. The samples graded will give a close figure of the total 
value of the lot, for financing purposes, but it would not make any difference to 
. the financing bank which consumers like that particular lot of peaches, so long 
as the characteristics represent at least the value of the loan to somebody in 
the trade. The original purpose of the Department of Agriculture grades for 
certifying warehouse stocks was not to guide the consumer to the peach he liked 
but to put business loans on a practical basis, by establishing a way of indicat-
ing a general, safe, cash valuation of the goods. 
Changing Grades : The big problem in grading is to have the product 
meet the minimum requirements at the time they are offered for sale. In 
packing some of the less perishable products, such as potatoes, onions, apples 
and citrus fruits, the question does not arise, but with products like tomatoes, 
grapes, peaches, plums which perish quickly, the problem is a serious one, 
Because of higher labor costs in cities, and the lack of packing facilities, 
it is more economical to package at the shipping point. Fruits and vegetables, 
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however, are more or less perishable, and packages of some products, 
meeting the requirements of U.S. No.1 Grade at shipping points, will not 
contain U.S. No.1 products when they arrive at the retail stores. Some 
specimens may decay or break down in transit, others will be injured mech-
anically during transportation and handling. This is true even with less perish-
able products, such as onions and potatoes. The only possible solution is re-
packaging in the store to meet the grade requirements when offered to consumers. 
The reliability of this kind of action on the part of the retailer will vary. 
The fundamental reason why industry develops labels is to derive 
benefit to themselves. The canning industry, like many other industries, is 
dependent on repeat sales for its very existence. These repeat sales are depend-
ent on customer satisfaction, and labels which assist the largest number of 
purchasers most effectively in making a satisfactory selection, benefit both 
the purchaser and the industry. This is a good reason for the manufacturers 
of consumer goods to develop and use the label which will best serve the consumer 
As an example, let us look at how Canada administers its regulations 
regarding grades. Administered by the Domi nion of Canadian Department of 
Agriculture under various acts, the regulation provides that processors must 
apply to ' the Department of Agriculture :..- for a certificate of registration, which 
is issued if the establishment conforms to the sanitary and other requirements. 
Inspection and grading is done by individual processors and government inspect-
ors are not placed in all establishments. The grading done by the processors is 
checked and, if grades do not conform to the information on the label, and a 
disagreement arises, the goods are detained and an inspector places a "Detained" 
tag on them. The goods cannot be moved until a re-check of the grade is made 
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at O t tawa. If the grade is found to be incorrect, the seller must relabel the 
goods. In case of further disagreement, the case may be taken to court for 
final settlement. 
Although the use of the "Detained" and "Held" tag might be a source 
of undue delay, the process in practice, is completed within a few days, and 
therefore does not fn.terfere with the distribution of the product. 
That the device is satisfactory is indicated by the fact that up to May 1, 
1948, after nearly thirty years of operation of the mandatory grading of canned 
fruits and vegetables, fewer than ten cases have been taken to courts.* 
In Canada when grade labelling was first made mandatory, approximately 
20 percent of the canned fruits and vegetables on the market were ''Grade A'', 
20 percent "Grade B", and 60 percent ''Grade C''. Today about 20 percent 
of the canned stuff is "Grade AH, 60 percent "Grade B", and 20 percent 
"Grade C". Thus grade labelling can be expected to improve, rather than 
impair quality.t 
After realizing the value and success of grading in food and vegetable, 
the Canadian Government a few years ago introduced a grading system for 
ranch fox pelts; for standardizing, quality, color, type, and size, for the guid-
ance and protection of both producer and buyer. This system provides for a 
uniformity of pelt, enables the fur farmer to determine more readily the value 
of his pelts, and to plan future matings in order to raise the standard of quality 
* Jessie V. Cales; Standards and labels for consumers ' goods. 
The Ronald Press Company. New York. 1949. 
t 'The grade labelling of canned fruits and vegetables', 
National Consumer Retailer Council, New York. 1944. 
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of his pelts and thus enable him to secure prices in proper relation to the 
quality of the various pelts. 
Effect On The Consumer Of Grade And Descriptive Labelling 
Information available to the consumer: Providing the consumer with 
essential information about the nature and quality of products they buy, is an 
_important factor in building confidence between producers and consumers. A 
confidence which can only be established and maintained by manufacturers 
and suppliers if the consumer is to continue to buy a particular product. 
Recognizing the necessity for informing consumers about goods, manufacturers 
and distributors in large numbers, have voluntarily labeled their merchandise 
to show essential information about its characteristics, size, kind of material 
used in ,manufacture, purpose, how to use and other facts. 
For a number of years the canning industry, through its national 
association, and in co-operation with the major food distributors associations 
has been developing a glossary of objectively defined label terms for canned 
fruits and vegetables. The motive is to provide consumers with more inform-
ation than is required by law and regulations. Food technology plays a vital 
role in the program. 
In the case of informative and descriptive labelling it sometimes becomes 
difficult to find a proper description. It is difficult to describe flavor in such 
a way that the housewife will understand. Another basis problem in labelling 
canned fruits and vegetables is the one of informing the consumer of the eat-
ing qualities which in turn, depend principally on sensory reactions; the sense 
of taste to flavor; the sense of feel to texture; the sense of sight to appearance. 
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People's impressions of 'bland', 'mild', 'strong' flavor, or of 
'soft', 'medium', 'smooth', 'coarse' texture are widely variable. Direct 
labelling for sensory reactions would be subject to variable interpretations 
and hence practical, even if any such label terms as these could be stand-
ardized by objective definition. Flavor ,for example, cannot be reliably 
measured or opjectively defined by any known method. Roever, most 
fruits and vegetables do have traits or characteristics whose condition is 
closely correlated with a difference in flavor, texture, and appearance; and 
for those traits it is possible to make standardized label declarations. When 
consumers are informed of the nature of a significant trait, as for instance 
the ripeness of fruits, then each can relate the significance of that trait 
to his own sensory reactions. Bluntly, when the home-maker knows what 
is in the container whe may buy what her own family like best regardless 
of other p~oples' tastes. ' 
Characteristics of importance are not the same for all products. In 
Tomatoes, for example, the consumer is concerned not only with ripeness, 
but with the solidity of the tomato meat. This was solved after extensive 
s'tudy by three label statements; whole, mostly whole and not whole. The 
ripeness of peaches and apricots, is measured by the spectro-photometric 
determination of the amount of green pigment present because, as everyone 
knows, the visible green disappears progressively as these fruits ripen. 
Derby Foods, after a year of conference, investigation and checking, 
with the co-operation of consumer groups, national women's organizations, 
heads of the University Home Economics' Departments, consumer advisory 
services, and food authorities, prepared 36 labels for its canned food com-
binations. The labels met the advisory committee's eight important 
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recomme ndations b;y giving: (1) A detailed list of ingredients set forth in, 
(2) The order of relati"Y, e weight (thus giving an i ndication of the relative 
proportion). (3) cuts of meat used, in almost all products in which the 
meat ingredient is ·of some importance (4) the precise number of cupfuls, 
slices, or servings, in each can. (5) Carefully tested recipes, and suggestions 
for serving. (6) Precise directions for opening, heating, or chilling. (7) Full 
information as to style of pack, whether skinless, loaf, corned, roast, etc. 
(8) A more accurate picture on the label. * 
Grade labelling, or standardized labelling, can be informative only 
to the exte~t to which it is understood. It can be made more informative and 
useful' by additional descriptive information on labels, such as apricots; the 
number of pieces in a can, the sieve of the peas, the strength of the syrup, and 
the net weight. All these help the home-maker to make a wise selection. 
Labels should state important facts in a consumer language, which 
interprets the information to the largest possible number of people, including 
those with limited product knowledge and expense. Trade lingo, symbols and 
technical terms, whose specific significance is recognized only by experts 
should not be used in labelling, except as a last resort, and perhaps not even 
then unless the consumer can easily be educat ed as to the meaning of such 
terms. The label 'language' should be as brief as possible, and the label 
format should be so constructed that the facts may be quickly seen and easily 
read. (See specimen on page No. 
From the table of information (Page No. 67) showing the information 
* 'Packaging Parade'. Page J. 7 and 18, June 1940. 
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MELBA 
'YELLOW 
~lOW GOOD LABELS ANSW ER QUE.STIONS 
WHAT'S THE QUALITY 
Quality is indi-
cated by brand. 
WHAT'S IN THE CAN 
Product illustrated 
as it appears in 
can. (UsUa.lly ah 
actual photograph 
in natural color). 
WHAT'S THE STYLE 
The form or style 
- in which it is 
packed. 
HOW MANY WILL THIS 
CAN WILL SERVE 
Approximately number 
of pieces, cups or 
servings in the can. 
~~T ELSE DOES A 
CONSU1'lER NEED TO 
KNow· ABOUT THIS 
PRODUCT. 
WOULD ANOTHER CAN 
SIZE BE BETTER. -J 
WOULD ANOTHER 
STYLE FIT HIS 
NEED BETTER. 
Size of can. 
Contents of can. 
Size of fruits. 
Pieces in can. 
Richness of base. 
Other sizes listed. 
Other style listed. 
~ource: California Packing Corporation, San Francisco. 
Cal. 
INFORMATION DESIRED BY RETAILERS WANTED ONLABELS 
EXPRESSED IN PER CENT OF STORES REPLYING 
Washing & G r ade 
Cleaning Material Special Directions Or Con- Purpose 
Instructions Content Siz e Care For Use Quality struction Intended We i ghing 
--
Aprons & Dresses 88 c;1o 51 '?'o 70 c;1o 39% -% 25 % 26 % - % 12 % 
China & Glassware 23 20 8 26 11 71 31 17 
Coat & Suit 57 73 71 46 
-
27 36 - 11 
Corsets 81 59 74 60 14 26 43 14 
Cosmetics - i6 8 53 80 43 10 61 
Drape r ies & Curtains 82 74 4 1 54 11 37 24 13 20 
Dresses 85 74 72 54 - 25 25 - 27 
Electrical Appliances 32 19 13 77 72 25 49 32 
Floor Cov erings 50 59 46 54 8 61 43 8 
Furniture (Upholstered) 49 95 12 42 
-
49 84 
Furniture ·(other than 
upholstered) 43 80 12 40 · - 45 80 
Furs 39 49 58 76 - 64 29 
Garters & Suspenders 16 46 27 25 - 30 36 
Hosiery 75 64 75 59 16 51 41 10 14 
Kitchen Tools & Cutlery 42 34 11 42 53 45 40 34 
Linens & Domestics 66 73 54 43 14 39 13 7 34 
Luggage 20 63 13 28 6 70 61 13 
Men's Clothing 34 32 70 30 ·- 40 52 - 12 
Neckwear (Women's) 69 . 58 18 43 - 24 22 - 14 
Pots & Pans 51 39 25 46 44 49 41 25 
Rubber & Sanitary Goods 41 24 30 61 50 48 28 41 
Shirts 62 57 80 23 ·- 34 39 - 5 
Shoes 32 40 76 40 - 57 59 
Sweaters 75 72 70 55 6 30 22 - 6 
0' 
-.J 
Source: Marketing Research Division, Department of Commerce, 1938 
wanted on the label, is indicated that three points of information most 
wanted by customers when they buy clothing, are (1) washing and clean-
ing instructions (2) material content (3) a correct statement of size. 
For each specific commodity however, there is a variation as to the items 
wanted and the emphasis to be placed on each, according to the value the 
customer puts on each item. Special care is given to electrical appliances, 
and rubber and sanitary goods. 
In conclusion, information which is helpful to most consumers is 
necessary. This will also help sales-people in selling by answering the 
following questions: (1) What is the product made of? (2) How is it made? 
(3) How will it perform? (4) How should it be used? (5) How should it 
be cared for? (6) What is the name and address of the manufacturer, 
distributor and the brand name? 
That this information is wanted by the consumer has been proven by 
the Sanforized Division of the Cluett Peabody Co. In a national survey of 
3,200 housewives, they asked the question, ''When you are buying a cotton 
house-dress or mens' shirt, what information do you l o ok for, to assist 
you in selecting the garment?'' ·. 80 o/o of the respondents replied that they 
looked for a label that stated specifically what the amount of shrinkage 
would be. Of this number, 65o/o stated that they lobk for a "Sanforized label 
and 35% stated that they looked for either a pre-shrunk label or one that 
said ''this garment will not shrink more than lo/o.'' * 
Brand names as a convenience in buying: Manufacturers and distri-
butors, when they market a product under a brand name or trade-mark, 
* Young & Rubicam Consum'er Poll #4. New York, May, 1950. 
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attempt to identify their goods in the minds of consumers by means of 
advertising and sales pressure, Brands provide a convenient tool for the 
consumer to use in buying, since time and energy may be saved by using 
them. When a buyer knows the brand of the goods he wants, it is easier 
to buy. It is a real convenience for the housewife to be able to go into a 
store and select a can of her favorite brand of peas, She does not need to 
spend time looking over the other cans on the shelf, or reading their labels 
before deciding which to buy. She may even save the time it takes to go to 
the store by ordering over the telephone or sending someone else. 
Buyers are also inconvenienced, if the brand they decide to buy is 
not easily available, The retailer usually patronized, may also decide to 
carry a different brand, then the buyer must begin all over to find another 
brand or another retailer who carries his favorite brand. The buyer may 
also need to spend time and energy, looking for, and trying out, new brands, 
when the brand customarily used changes in quality. 
In the case of grade labelling, it becomes easier for the buyer to 
get the products of another manufacturer if one is out of stock, and in doing 
so, he is sure of getting the same quality of product when he asks for that 
particular grade, Grade labelling is also a guide to individual satisfaction 
only to the extent that the characteristics or factors chosen for establishing 
grades are those which each individual would select for herself and further, 
only to the extent that the relative importance of each factor coincides with 
everyone's own ideas of their importance, These conditions can be fulfilled 
by putting the description of the product in the grade labelling. This grade 
labelling becomes very helpful in the case of certain vegetables, eggs, etc. 
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which cannot be judged by their appearance in the store. It is difficult, 
if not impossible for the consumer to identify either the highest grade or 
the highest grade obtainable for the price paid. When grade labelling is 
used with the description at the same time, the consumer can get all the 
advantages of descriptive labelling and will guide the consumer in buying 
the quality he wants. The label must also help the individual; its function 
being to guide the consumer to a satisfactory purchase and to protect her 
in the price she pays. The descriptive label states each characteristic 
separately. Each purchaser may make her own selection of the charact-
eristics that please her, and each is protected in the price she pays, for 
she knows specifically what she is getting. She can compare the prices of 
the different brands with the same characteristics. She can decide for her-
self if different characteristics are worth the differences in price to her. 
Because descriptive labelling particularizes, the consumer can make his 
own selection of what he wants at a price he can afford to pay. 
'Del Monte', one of the famous brands, redesigned their label to 
provide not only a quality guide, but helpful buying information. These 
labels were planned to help the consumer select from canned foods, the 
different styles and can sizes available, the one best suited to his individual 
needs, and to the special occasion for which the product i's being purchased, 
On the label, the housewife finds the exact information which is 
necessary to enable her to decide just what pack of food is best for this 
special purpose. The whole philosophy of brand preference is based on what 
the manufacturer has done to make his brand a buying safeguard, plus the 
desire to make it offer an even wider measure of consumer service. 
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The cost of labelling: When the consumer tries to get the advantages 
of brand labelling, he has to pay the added cost which is necessary to familiar-
ize him with that particular brand. In the case of grade labelling, the grading 
is done by the Government department at a cost, and the cost of familiarizing 
the grade is much less because it is easy for anybody to understand that 
grade B is better than grade C, and grade A is better than grade B. The 
individual firm could not hope to duplicate the amount of money and effort 
that the government spends after grading project with the legal authority. 
Do users get safety and full value (protection and quality and guarantee 
of quality?). Grade labelling is the simplest method of identifying the quality 
and performance characteristic of consumer goods. Furthermore it serves 
as an effective guide to help the consumer know what is happening to price 
to measure value, taking into account both the price and the quality - and to 
act accordingly. 
For these reasons, grade labelling can play an increasingly important 
role in helping consumers to stretch the family income as far as possible 
at a time when they are faced with rising prices. 
Consumers always want to get what they pay for and usually want to 
know what quality they are buying. As the situation exists at present, when 
• 
the housewife goes to the store she has decided what size of can to buy. One 
can is priced at l2f and another at l5f, both have a brand name. She is 
usually confused about what is better. She might think that one which is 
priced higher is of a better quality than the one which is selling at the lower 
price; but she has also read, heard or experienced the fact that the above 
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statement is not always true and now she is really confused. If the label 
were graded she could buy it safely for the money she pays. Most consumers 
are not good judges of quality, and this is so, even when the product can be 
seen and judged, as in the case of meats. If the product in canned goods can 
not be examined, the consumer is at an even greater disadvantage. For this 
reason, if the product is graded it will be a useful guide to quality. 
Time saving and convenience: If more commodities are described 
in standard terms, (grade labelling, standardized labelling), the easier it 
will be to compare their relative merits. This kind of standard labelling 
might possibly lead consumers to spend more time than at present in going 
fr.om store to store, searching for a saving. There are cases where the 
.consumer would be able to reduce shopping time because quality can be 
discovered easily. 
In the case of brand labelling, a loyal brand supporter saves time, 
because once he has decided which brand he likes most, the only thing he 
has to do is ask for that brand, A difficulty might arise, however, when the 
particular brand is not available, and in that case, he has two choices, 
1. to select a new brand, and 2. go to another store and look for his favorite 
brand. 
When to buy and how much? Some foods are seasonal items, and 
the prices of many products vary during the year; the purchase of these 
p~roducts needs to be considered carefully. It would often be advantageous 
for the consumer to purchase in a large quantity than to buy it as needed. 
Before this is done, a number of factors must be considered, For example, 
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one must consider the discount to be gained by a larger purchase; probable 
waste and deterioration that might come from domestic storage, storage 
problems, the amount of care required, and finally the investment involved 
in a large purchase. Most of this information the consumer will not find on 
any kind of label, but an investigation of internal (information available from 
her own house) and external (information that can be gathered from friends, 
dealers, etc.) will help her in arriving at a profitable solution. 
Educating the consumer (how much is required and if it is possible, 
who will do it?). Many shcools and colleges have recognized the importance 
of consumer education, and established courses in the college curriculum. 
Consumer buying, consumer economics, economics of consumption and others 
are established in Stephens College, Columbus, Missouri, and the U.S.Bureau 
of Home Economics, educates the consumer through its advertising. Still, 
all this education will not be sufficient, because of a large continuous need. 
This continuous education can be accomplished through advertising in news-
papers, radio, magazines, and a much larger percentage of consumers can be 
reached. 
The consumer must be educated on the following subjects. Where to 
buy (identical goods are often sold at different prices in stores of the same 
community). The consumer will do well to look for the differences in price, 
if not constantly, at least at regular intervals, and he may be able to save 
a significant amount by purchasing at the proper place. 
What would be a reasonable minimum of knowledge for a modern 
consumer? First in importance would be a working knowledge of nutrition. 
If every family had a large income, a liberal food budget, and hence plenty 
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of margin for extravagance and error, there would be no need for education 
on the subject. The fact is, a large portion of our families do have a very 
large margin for error, but poor methods of meal planning, buying and cook-
ing make the difference between adequate nutrition and malnutrition. Not only 
the housewife, but all the rest of the family needs to know what to expect and 
what not to expect from different foods. 
The consumers who are so enthusiastic for A, B, and C labelling are, 
as a rule, not scientifically trained and have no knowledge of the technical 
points involved, but with a minimum of education the consumer can put grade 
labelling to a very profitable use. 
Too often specific information is omitted from labels in the belief 
that the consumer will not understand it, yet many customers are asking 
for far more technical information than they have thus far been able to get. 
Many consumers are now coming to realize that a definition of a technical 
term in simple and specific language is easier to understand and is of more 
value than vague statements or meaningless guarantees which convey only 
a general meaning. 
A standardized description is the closest approach to self explanatory 
labelling, and requires only a minimum amount of additional explanation or 
public education. Descriptive words and phrases, of themselves, are a strong 
educational force. 
Much consumer confusion is caused by improper grading. Butter, 
for example, is considered a high quality if it scores 92 or more, although 
the possible points of the various factors involved total 100 points. The butter 
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grading scale is quite misleading to the consumer since he assumes that 
any butter rated near 92 points would be of high grade. Actually, butter 
scoring as high as 89 points may possess yeasty, cheesy, metallic, or oily 
flavors in a slight degree, or alkaline, cabbage, weedy, barny or musty 
flavors in a definite degree. The consumer would naturally assume that 
butter as low in quality as the off-flavors imply, would be scored around 
20 or 30 points, and that butter with definitely fishy flavor,for example, 
would be scored not 86, but 10 or 20 perhaps. * 
If you prefer third stage, "ne arly mature" peas, you may often find 
under grade C label, either first stage or second stage peas as well. Over-
all grading is affected by other less important factors. 
Many government graded products involve some element of mis-
representation of this sort, but there is another unsatisfactory aspect of 
official grading. With canned peaches, for example, the grades are A, B, 
and C, and substandard. There are consumers who consider peaches grade A 
by the present standard, with their smooth firm texture and heavy syrup, 
quite inferior as food for eating, to a home style pack which is enjoying 
considerable popularity in various parts of the country, but which in specific 
cases has been graded as low as B, by government standards. 
Simplified grade names are desirable and perhaps the greatest need 
at present is for uniform and simplified grade names or designations that 
will readily give the consumer the desired information regarding quality. 
There is also much confusion due to state barriers with 40 states 
* Consumers' Digest, March 1941. 
75 
having eggs grading and labelling legislation. Some state grades correspond 
to the U.S. Grades, but in other states they differ. This makes for confusion 
which helps no one. Sometimes state grades discriminate against eggs pro-
duced outside the state, and the consumer again bears the brunt of unfair 
legislation. An egg laid outside the state of Rhode Island, for instance, may 
be as fresh when it reaches consumers in Providence as an egg laid within 
Rhode Island, but the out of state egg is not permitted to be labelled as top 
quality. This confusion will be avoided when official standards are introduced. 
Another confusion is due to the meaning of some .words being different 
for a different product. To the consumer a grade, standard, or term such as 
"first" or "A" means the same as another word would imply in everyday use. 
To the manufacturer, the wholesaler and the retailer, these terms developed 
in the trade for years, often mean something altogether different. 
Fancy, for example, in the broom business means second grade, in 
the canning business it means first grade; to the California asparagus grower 
it means sixth grade. In the dairy business when applied to butter, the 
"first" signifies a product of the third grade. Similarly, the letter "A" 
stands for second grade milk in some cities and first grade milk in others. 
All grades, whether established by business, by local government, by 
individual states, or by the Federal Government show the same tendency, 
''U.S. No.1" for example, applies to top grade spinach, peaches and tomatoes 
as well as to third grade peaches, second grade green corn and fourth grade 
honey comb sections. In California 'coLossal' describes first grade asparagus, 
'jumbo', second grade, 'extra select' describes third grade, 'select' fourth 
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grade, 'extra fancy' fifth grade, and 'fancy' sixth grade. The grade, 
''A l'' means sixth grade silverware and ''A'' means second grade mirrors. 
''A'' describes fifth grade silverware, '' AA'' applies to fourth grade silver-
ware and "double-plate" to third grade. "AA" means first grade mirror. 
''" d d d"N l'' "N 2'' d''N 3'' t' l A means secon gra e an o. , o. an o. respec 1ve y, 
describe third, fourth and fifth grade. No wonder the consumer gets confused. 
In quality description for foods we find the most pronounced confusion. 
For example, 'fancy', 'choice' and 'standard' are legally defined descriptive 
terms for first, second and third grade canned fruits and vegetables, but when 
these terms, or those of a similar meaning are applied to other food products, 
they can and do have entirely different meanings. A few examples will ill-
ustrate this confusing situation. 
What does 'first' grade quality description mean? Included in 'first' 
quality is 'fancy', which is a grade term established by the U.S. Government 
to designate first grade canned fruits and vegetables. It is also a term used 
to describe second grade dried fruit and second grade brown rice. The terms 
'U.S. Fancy' used to designate first grade extracted honey, second grade honey 
comb sections, first grade California oranges and second grade cheese. 
'Extra Fancy' is used to designate first grade cheese. 
'U.S. No.1' is used to designate third grade cheese, first grade honey 
dew melon, first grade string beans, second grade green peas, second grade 
Puerto Rico pineapples, second grade extracted honey, third grade peaches 
and fourth grade honey comb sections. 'U.S. Nol Mixed' is the term used 
to designate fifth grade honey comb sections, while the term 'U.S. Extra No.1' 
designates second grade peaches and first grade baby lima beans. More 
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examples of confused labelling are given on the following pages. 
The reliability of grading: This is not always the case for a lower 
ranking, but one of the less important factors may lower the final ''over-all'' 
grade. The significance of this is worth the time to thoroughly discuss it 
in the next few paragraphs. 
In the case of peas, as with the other vegetables, corn, green beans, 
and lima beans, the most important of the several factors on which grades 
are based is the state of their development at the time they are harvested 
and canned. For the purpose of grading, the stage of development of the 
vegetables is subdivided into three classifications, and in theory, first-stage 
or ''very young'' peas are grade A, second-stage or' 'young'' are graded B, 
and third-stage, or "nearly mature" peas are grade C. By Federal regulation, 
mature, hard, or mealy peas may be sold only as dried peas. 
If one prefers "very young" first stage peas, he will be sure to find 
them under a grade A label. This much is accurate and the system is also 
accurate in the "nearly mature", third stage peas will be found only in grade C. 
But if you belong to the group comprised of the more than 50 percent of the 
people who prefer second stage "young" peas, you may be disappointed if you 
have to depend on the grade symbol 'B' when you make your purchase. You 
will frequently find first state "very young" peas under a grade B label 
because some other factor of minor importance has been brought the ''over-
all" grade down to grade B. You will be even worse off if you are one of the 
more than 251o who prefer third stage, "nearly mature" peas, for you may 
often find under a grade C label, either first stage or second stage peas as 
well as, of course, the third stage peas which you want. In other words, an 
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MORE EXAMPLES OF CONFUSED LABELLING 
U.S. No.1 
First grade 
II •1.1 
II II 
II II 
II II 
pears 
spinach 
water melon 
white small beans 
string beans 
Second grade grapefruit 
11 · 11 cucumbers 
11 11 California oranges 
11 11 California plums 
II II 
Third grade 
H II 
green peas 
cheese 
peaches 
Fourth grade honey comb sections 
U.S. No.1 Mixed 
Fifth grade honeycomb sections 
U.S. Extra No.1 
First grade baby lima beans 
Second grade peaches 
Extra No.1 
First grade yellow soya beans 
Firsts 
Third grade butter 
U.S. No.2 
Second grade tomatoes 
II II water melon 
II II string beans 
II ... white small beans 
Third II pears 
II II California plums 
II II baby lima beans 
II II cucumbers 
Fourth II cheese 
II II peaches 
II II grapefruits 
II II Jettuce 
Sixth grade honey comb sections 
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No.2 
Second grade mixed soya beans 
Second 
Fourth grade butter 
U.S. No.3 
Third grade cheese 
No.3 
Fourth grade yellow soya beans 
Thirds 
Fifth grade butter 
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:j_mportant property is not always confined to the same 'grade'. The over-all 
'grade label' is affected by other, less important factors. * 
Work has been done on standards for grades for over a quarter of 
a century, first by the canners themselves and for the past 12 to 13 years by 
the U.S. Department of Agriculture, and as yet no one has been able to devise 
a grading system free from this major flaw and its attendent unreliability 
and confusion. This is not due to lack of dilligence or ability of those who 
have worked on grade standards, it is inherent in the system. 
There is none of this uncertainty, however, in the case of the de script-
ive label, for to continue the illustration of vegetables, the descriptive label 
states that the correct stage of development in one of three commonly under-
stood accurate terms, each based on and supported by objective standards. 
These terms are "very young", "young" and "nearly mature". The consumer 
is certain what his purchase will ·be and with such labelling can intelligently 
compare prices. 
The following factors can be classified as being helpful in making a 
wise purchase. {1) The consumer must judge the product in terms of his own 
needs. (2) He must evaluate the cost of the article in terms of its quality 
and the amount of money he has to spend, and (3) he must also compare the 
product, both on the basis of its quality and its price, and with similar products. 
To buy wisely then, the consumer must know four things; (1) his own 
needs, {2) how much money he has to spend, (3) the price of the article and 
* Happer Payne, 'Looking toward better labels' National Canners Association. 
Washington D.C. 1944. 
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( 4) its relative quality. On the first three points it is easy for the consumer 
to obtain information. But the main difficulty lies in obtaining the information 
about the quality of the product. This can be done by supplying the consumer 
with good labels which will help him in judging the quality of the product, 
In the case of canned foods, wise buying can be described as when the 
home-maker buys the style of pack, the size of fruit or vegetable, and the size 
of can which best meets the special requirements of the purchase he is mak-
ing. Real satisfaction, in other words, a wise canned food purchase involves 
knowing many things about the product the consumer is buying. 
What relation is there between quality and price: If we can get a 
satisfactory answer to this question, then we can say that quality and price 
have a direct relation. We might also ask the question, "Is grade labelling 
(A, B, C) a measure of quality?" Price is not reliable guide to quality 
since in many goods it becomes very difficult to decide quality. The standard 
for farm products, unlike the standards of weights and measures, includes 
many factors that do not lend themselves to pr-ecise terminology or specification. 
Shape, color and flavor, which may be important factors in the grade of a 
product, cannot be pr:e:cisely measured in commercial inspection practices; 
this is particularly true -in evaluating "flavor" in scoring "better" and in 
judging whether a fruit or vegetable is ''well-formed'' ; It then becomes 
necessary to rely :in such instances, on ~he constant research that is being 
carried out in the development of more objective methods of inspection. 
Even though grading is not able to measure several factors scient-
ifically, it is still safe to say that it provides to the consumer a definite 
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quality guide in purchasing, and the consumer is also assured of obtaining 
a product with a quality in line with the price paid. 
In the case of brands which do not sell their product by grade, the 
following information was gathered by the Consumer Union. 
The shoppers of the Consumer Union made market surveys in forty 
cities throughout the country, bought samples of the 103 brands mostly 
widely sold in those cities, shipped them to New York for grading by U.S. 
Department of Agriculture Grades, and then analyzed the results together 
with data on the price. 
Most brands were found to fall within the two top grades, with 16-
being grade A, 74 grade B, 13 grade C, and no brands being substandard. 
While prices of the peas tested ranged from 12 f to 42¢ a can, 70% of the 
grade A brand cost 28¢ or more, 84% of the grade B peas cost 25¢ or less, 
while all of the grade C brands cost less than 22¢. * 
The producers of brand goods make a claim that b:r;ands are the 
''guarantee of quality'', but in some lines of goods all are branded, and 
we know that they are not of ''highest'' quality. Prices of branded goods 
of the same quality vary greatly. Often there is little, if any, relation 
between actual quality and the price asked. 
The language of the labelling needs much revision. Quite often 
specific information is omitted from labels in the belief that the customer 
will not understand, and in the case of grade labelling, there is a danger 
of omitting more information because the manufacturer might think that 
* Consumers' Report. February, 1950. 
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grading and little other information will be sufficient, in particular, the 
grade when given will tell the consumer much about the product. 
Limitations and uses: There are some consumer goods which are 
more simple to grade than fruits and vegetables. Milk, which has been 
graded for the consumer under local laws, has been graded by sanitary standard 
(low bacterial count) rather than quality or flavor. · In general, the nearer we 
get to natural raw materials and the nearer we get to single use goods, and 
the fewer the factors, the easier it is to set up some sort of consumer grading 
system. 
Producers, processors and retailers are beginning to realize the 
importance of good labelling as a point of purchase merchandising. When a 
shopper picks up a package to look it over, a strong selling copy with directions 
and other information that may be useful, is absolutely necessary. Peas and 
whole items such as beets, peaches etc., which are packed so that consumer 
has a good idea of quality, are a good example. 
Descriptive labelling has been extended to all consumer products in 
the form of a small label, tag or a booklet, depending upon the product and 
its use. 
Grade labelling in this country is voluntary and has been mostly used 
with foods, but in Canada, grade labelling is mandatory for food and it has been 
extended to products such as fur, shingles etc. 
Limitations: Because grade labelling of canned fruits and vegetables 
has been done successfully, some exponents think that it should be applied 
to all consumer goods, but the question now arises as to whether or not this 
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would be possible. In the following text, I will discuss the obstacles in 
grading canned fruits and vegetables and other consumer goods. 
The limitations of grading come from many different factors. 
C:ertain Products should never be graded as a whole, but only for certain 
of their characteristics. Such products include those in which there is an 
important style factor, or those which have a variety of characteristics, 
all or several of which are important in differing ways in determining the 
value of the product to the consumer. 
In the case of perishable goods, the success of the grading depends 
upon the extent to which the products actually meet the requirements of 
the grades as labelled at the time of purchase. In actual cases, the product 
pas sing from the producer to the retailer, goes through much handling and 
it is often injured in the transfer. 
No grade label can express the results achieved by special practices 
which are employed to varying extents, and which have noticeable effects 
on the eating qualities of canned fruits and vegetables. This is the selection 
of seeds by special strain, detailed attention to cultivating, fertilization of 
seed by special strain and the length of time between canning and harvesting, 
and the use of hard or soft water in washing, blanching and in the cans with 
the vegetables. This and other refinements cannot be accounted for in grading 
the different products. 
A manufacturer whose products may not meet the high grade require-
ments which are based on various factors such as color, size tenderness etc., 
may have a very high nutritional value, and if the product is graded on that 
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basis, it might be graded as an "A" product. Questions like this might 
bring a limitation on mandatory grading. 
Coffee blends, gingerbread mixes, cookies and many other products 
which are produced from individual receipts do not lend themselves to class-
ification of factors and, in consequence, to uniform label statements which 
are derived from the classification. 
Another limitation is in the grading of perishable products. In this 
grading there • are certain quality factors, or desirable characteristics that 
change with time, handling and transportation, and the grade will not mean 
the same at the consumer's end as it does at the producer's. This is 
particularly true in the case of fresh fruits and vegetables, and to a certain 
extent with such farm products as butter, meat, eggs and milk. Logically 
in such cases, the grading would have to be done at, or very close to, the 
place and time when the consumer is ready to buy. With various scientific 
developments such as careful handling and good refrigeration, it is possible 
to deliver perishables to the consumer in a relatively unchanged condition, 
so that the producer's grade will apply to the same goods that the consumer 
receives. 
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CHAPTER V 
CONCLUSION 
In the present day, there is a great deal of opposition to compul-
sory grade labelling. This opposition though, is almost entirely on the 
part of the growers, packers. and canners associations, because if there 
were no compulsory labelling at all, the consumer would have absolutely 
no protection against the frauds of incompetent or criminal producers. 
Recognizing this fact and the ever growing need for consumer 
protection, many organizations, in and out of government circles, have 
come into being. Prominent among these interested groups, are the 
General Federation of Womens Clubs, The American Association of 
Womens Clubs, and The National League of Women Voters. These organ-
izations are able to wield a great deal of influence in law making circles 
and are very conscientious in discussing and acting on general consumer 
problems, and the great need for countrywide standards in proper label-
ling. The activities of the Consumer Union and the Consumer Research 
Organization are based almost entirely on the proper use of brands and 
trade marks. The Consumer Union operates almost entirely on the 
premise, that without good Brands and easily recognizable trade marks, 
the consumer always comes out second best on dollar value. 
As the situation stands now, although a great deal has been 
accomplished, the consumer is still not very well provided for in the way 
of proper labels. This is almost entirely due to the fact, that each and 
every state has designed its laws as regards the raising and selling of 
food product, so as to best serve the interests of its native manufactures 
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and food growers, and packers. Recalling the example set by the state 
of Rhode Island, in regard to the sale of its native eggs, we find that 
there are many other instances of confusion that are even worse. In 
Ohio for example, a bushel of potatoes is 60 lbs. while in 14 other states, 
a bushel is 50 lbs, and in 10 states it is 54 lbs. etc. And pity the consumer 
who finds that "fancy" means 6th grade to his brother in California who 
is buying asparagus, while the same "fancy" means 2nd grade apples to 
the man in Idaho, and 1st grade apples to the consumer in Virginia. Many 
states also use grade designations as a very effective trade barrier. This 
is done by setting their top grade requirements so that they can only be 
met by products raised within the state. 
I believe that, although the average consumer does not consciously 
ask the questions, "Is it good, what grade is it, can I afford it? etc." but 
he does know sub-conciously, whether or not the brand is reliable, and if 
the price is right. In other words, if the consumer in a grocery store is 
confronted with five different brands of tomatoes, he will pick the brand 
that he knows is reliable, even though the cans on either side of the one he 
picks, may have lower prices. Now, if he is burned with this product, he 
will probably never buy that brand again, even though its price many go 
far below that of competing brands. 
That principle, in its essence, is just about the only protection 
for the consumer, because the smart manufacturer knows, that if his 
advertising is proven untrue, he will suffer from it in the long run. With-
out compulsory labelling, this is the only (but not very effective) means 
that the consumer has of fighting back, against improperly labeled and 
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graded products. 
I believe that the greatest step that could be taken forward in grade 
labelling, would be to make one grading scale uniform in the entire country. 
As mentioned in chapter IV, most of the prevailing confusion in grade label-
ing is due to different meanings of words as they apply to different products. 
As was stated in part before; to the consumer "A" or "First" means the 
very best, but the Hollywood use of superlatives seems to have spread to 
other fields. The canner, looking for a better description to offer than his 
competitors, soon started to use colossal, super colossal, and many other 
superlatives that soon lost their true meaning, and their intended meaning 
to the consumer 
''Fancy'' for example, in the broom business means second grade, 
in the canning business it means first grade, and to the Claifornia asparagus 
grower, it means 6th grade. In the dairy business when applied to butter, 
the first signifies a product of the third grade and similarly the letter ''A'' 
stands for second grade milk in some cities and for 1st grade milk in others. 
All grades whether or not they were established by business, local govern-
ment or by the Federal Government, show the same tendency. In California, 
"Colossal" describes first grade asparagus, "Jumbo'' second grade, 
"Extra Select" third grade, "Select" fourth grade and so on down the line. 
In my mind and I am sure in the minds of other consumers, these superlatives 
could only be applied to the top, or first grade. 
It is my contention, therefore, to make a nation-wide scale of standards 
that must be followed in every state; that would be, to use the terms 1, 2, 3, 
4, etc., and A, B, C, D, etc., as it is assumed to be their true meanings. In other 
89 
words, only the top grade could be labelled Grade A or U.S. No.1 and only 
the next or second best could be labelled Grade B or U.S. No.2 and thus 
eliminate all of the confusion on the matter. 
Although at times in this thesis, it may appear that the only solution 
is complete Federal control, there may be a whole lot of justifiable opposition 
to the proposed system mainly because of the fact that one control may very 
easily lead to another and soon the Federal Government, to the deteriment of 
competing business, would be dictating methods of growing and production. 
Of course, we do not want this, we only think that manufacturers should be 
forced to tell the truth about their product, and the best and most easily under-
stood method for this enforcement is compulsory grade labelling. 
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